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Rough Proofs 


Lord & Taylor are giving their 
dresses fancy names like “Dancing 
in the Dark” and “I love Louisa.” 
The most appropriate name of any 
would be “Charge Account.” 
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“The new LaSalle,” says Mar- 
shall Field’s clothing department, 
“makes many men look better than 
they really are.” 

The perfect garment. 
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Clothes that make men look better 
than they really are ought to be in 
great demand during a political cam- 
paign, especially toward the bitter 
end. 

~~ w= = 


“Do you wish you could make the 
kind of biscuits your husband says 
his mother used to make?” 

This slam will be resented by 
every self-respecting mother-in-law. 
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Now that penalties in contract 
bridge have been increased, every 
player will feel that both business 
and pleasure will enable him to keep 
in the red. 
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James J. Corbett signed one of 
those thirty-year-old Omega oil testi- 
monials, in which he praised its good 
effects on his “limbs.” Now we 
know why they called him Gentle- 
man Jim. 
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“A real adding-machine—adds up 
to $10,000,000.” 

There’s delicate flattery there for 
buyers of $65 equipment. 
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A few ribald correspondents who 
noted that the Shell gasoline survey 
Teported in ADVERTISING AGE ac- 
counted for 82 per cent men and 
16 per cent women purchasers 
wanted to have the gender of the 
other two per cent classified. Heck- 
ling of this sort should be prohibited 
by statute. 
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As a matter of fact, the missing 
2 per cent of the Shell gasoline sta- 
tistics is represented by truck and 
taxi drivers. They can’t be classified 
as mere men, of course—they’re su- 
permen. 
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The letterhead of Thomas J. Lip- 
ton, Inc., well-known in the tea trade, 
carries the coat of arms and endorse- 
ment of His Majesty the King of 
Spain. At that, Al’s judgment of 
00d tea is probably just as good as 
when he could accept delivery south 
of the Pyrenees. 
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If President Hoover loses the elec- 
tion some good school in public 
speaking ought to be able to enroll a 
new pupil without any difficulty. 
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“Maybe it’s time to talk to your 
husband about a Packard.” 

The least he can do is to com- 
Promise on a Ford. 
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The hardest. writing job in adver- 
tising: Making a woman believe 
that a rubber galosh adds to her 
feminine charm. 


Copy Cur. 


LORIMER NAMED 
PRESIDENT OF 
CURTIS COMPANY 


Cyrus Curtis is Chairman 
of Board 


Philadelphia, Nov. 3.—Cyrus H. K. 
Curtis, founder and president of 
Curtis Publishing Company, Satur- 
day Evening Post, Ladies’ Home 
Companion and The Country Gentle- 
man, retired from active participa- 
tion in the affairs of the company 
last Saturday when he resigned as 


Cyrus H. K. Curtis 


president to accept the newly created 
position of chairman of the board. 

George Horace Lorimer, first vice- 
president, and editor of Saturday 
Evening Post, which he joined as 
associate editor in 1898, the year 
after Mr. Curtis bought the publica- 
tion, is his successor. 

As a young man Mr. Lorimer en- 
tered the Chicago offices of Armour 
and Company and in a few years 
became head of one of its largest de- 
partments. But a business career 
did not appeal to him and he moved 
his family east, studying at Colby 
College, Waterville, Me., and begin- 
ning his literary experience as a re- 
porter on a Boston newspaper at 
about one-twentieth of the salary he 
had received in Chicago. 

A year after he joined the Post, 
partly as the result of chance, but 
principally because of his willingness 
to gamble on his own ability, Mr. 
Lorimer was left in charge of the 
pub‘ication with the opportunity to 
try out his ideas while Mr. Curtis 
went to Europe to look for a new 
editor-in-chief. Mr. Curtis did not 
find the man he was looking for in 
Europe, but he did find him on the 


|} job when he came back, and he has 


been on the job ever since. 
Had 1,200 Circulation 


At the time that Mr. Lorimer took 
over the Saturday Evening Post, the 
average edition had 16 pages, and 
the circulation was 1,200. 

Although his first interest has al- 
ways been in editing this publication, 
he has given an increasingly large 


(Continued on Page 12) 


Jell-O to Syndicate 


Color Rotogravure 


Copy to 


57 Dailies 


New York, Nov. 3.—Syndicated 
tabloid rotogravure sections in four 
colors, a new type of newspaper ad- 
vertising, will be used by General 
Foods Corporation in the announce- 
ment campaign on the new Jell-O. In 


up is in charge of the Gravure Serv- 
ice Corporation. 

The magazine coverage comprises 
four-color spreads in Ladies’ Home 
Journal, Woman's Home Companion, 
Good Housekeeping, McCall's, De- 
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Old and new packages for Jell-O designed by Arthur Allen, New York 


all, 89 newspapers will carry four- 
color Jell-O copy. 

The syndicated sections are sched- 
uled for 57 papers, while standard 
size newspaper pages will appear in 
the American Weekly and 15 news- 
papers offering color rotogravure as 
a part of their regular service to ad- 
vertisers. 

The Jell-O advertisement is the 
only one which will appear in the 
syndicated sections. It occupies one 
and three-quarter pages bleeding 
across the gutter. Editorial content 
is the same for each newspaper, but 
individual mastheads will be used. 
The sections will be printed by the 
New York and Chicago plants of 
Alco-Gravure, Inc. The service set- 


lineator, Country Gentleman, Farm- 
er’s Wife and Household Magazine. 
The first advertisement appearing in 
December issues of the magazines 
and the Nov. 13 issue of the news- 
papers will reach the public about 
the same time. A similar advertise- 
ment will run in the same list a 
month later. 


Use Other Mediums 


In addition to the publication ad- 
vertising, promotion efforts for the 
new product include radio advertis- 
ing over 34 stations, new recipe 
books and dealer helps. 

The company’s insistence on color 
is based partly on appetite appeal 

(Continued on Page 12) 


Last Minute News Flashes 


Kenneth Collins Leaves R. H. Macy 


New York, Nov. 4.—Kenneth Collins resigned today as executive vice- 


president and director of publicity of R. H. Macy & Co. 


He will start a 


general agency here, to be known as Kenneth Collins, Inc., within a month. 


Daugherty Acquires John Ring Agency 


St. Louis, 


Nov. 4.—James M. Daugherty, 
Albright, Philadelphia, has acquired the business of John Ring Jr. 


formerly with McKee & 
Adver- 


tising Co., St. Louis, and will operate it as Jimm Daugherty, Inc., Adver- 
tising. C. Fred Ross and W. W. Zahrndt remain with the new organization 
as vice-president and secretary-treasurer, respectively. 


Albert Frank-Guenther Law in London 
New York, Nov. 4.—Albert Frank-Guenther Law, Ltd., London, has 
been formed as an affiliate of the New York agency, for the direct servicing 
of clients operating branches in Great Britain. 


Political Advertising Total Down 
New York, Nov. 4.—As the presidential campaign approaches its final 
week-end, a check-up reveals that the volume of advertising used by all 
parties has declined sharply from the peak figures of former campaigns. 
Radio received the bulk of the appropriation from Republican and Demo- 


cratic national headquarters. 


Democratic national expenditures are esti- 


mated at $200,000 for radio, and $125,000 for newspapers and direct mail. 


John P. Fallon Dies After Operation 


New York, Nov. 4.—John P. Fallon, 47, promotion manager, Evening 
Journal, died Wednesday night following an operation. He joined the 


Hearst organization in 1924. 


COFFEE MEN TO 
SHOW VALUE OF 
STRONGER BREW 


Co-operative Campaign to 
Start Next Month 


New York, Nov. 3.—Following ap- 
proval by the National Coffee Coun- 
cil of Brazil, which will provide the 
funds, the Brazilian-American Coffee 
Promotion Committee and N. W. 
Ayer & Son, Philadelphia, are rush- 
ing preparations to launch a co-oper- 
ative coffee campaign for which an 
annual expenditure of $1,000,000 is 
projected. & 

The major part of the appropria- 
tion will be spent in newspapers. 
Magazines, radio and house-to-house 
solicitation will form part of the pro- 
gram from time to time. Effort will 
be made to have the campaign under 
way in December. 

The original plan for the campaign 
included participation by Columbian 
growers. Columbian coffee amounts 
to about 15 per cent of the total con- 
sumed in the United States, and the 
advertising fund will be increased 
proportionately if Columbia also 


votes approval of the plen-——~—-- — 


End Long Negotiations 


Negotiations on the subject of pro- 
motional activity on the scale pro- 
jected have been carried on between 
growers and domestic coffee interests 
for many years. The final objection 
on the part of the growers was 
answered in September, when all 
branches of the American coffee in- 
dustry, including chain stores and 
other retailers, united in one strong 
organization, Associated Coffee In- 
dustries of America. The association 
is pledged to co-ordinate individual 
sales activities with the co-operative 
program. 

The chief concern of the industry 
is that Americans have formed the 
habit of drinking weak coffee, inves- 
tigation disclosing that domestic 
users make from 55 to 60 cups from 
a pound of coffee, whereas authori- 
ties decree that not more than 40 
cups of good brew can be obtained 
from a pound. 

Elimination of this habit would in- 
crease sales nearly 50 per cent with 
no increase in per cup consumption. 
Furthermore, it is believed the 
greater palatability of the stronger 
brew gains new friends more quickly. 


A Delicate Subject 


Education on this point in the 
copy of individual advertisers has 
been declared impossible. Advertis- 
ers have feared to make any attempt, 
lest their recommendation be con- 
strued as an admission that their 
product was weaker than the average 
brand. 

As a matter of fact, the tendency 
on the part of some advertisers has 
been to encourage the housewife in 
making her pound: go farther and 
farther by assuring her their product 
was stronger and would yield more 
cups per pound than competitive 
brands. This activity has worried 
the growers, and the new association 
has pledged its influence in stop- 
ping it. 

Other objectives of the campaign 
will be to refute charges that coffee 
is harmful with scientific data, to 
teach correct methods of brewing, 
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familiarize consumers with correct 
equipment, and to create a character 
for coffee which will lessen its vul- 
nerability to taxation. 


To Use Ridicule 


It is the idea of several who will 
be important in the management of 
the campaign that much can be ac- 
complished with copy comparing 
criticism of coffee to belief in super- 
stitions, such as black cats and lad- 
ders. If the public generally can be 
taught to regard attacks on coffee as 
a sign of ignorance, it is certain that 
the danger from anti-coffee propa- 
ganda will be suddenly checked. 

Another function of the advertis- 
ing will be to disseminate scientific 
opinion to the effect that the average 
person has a coffee tolerance of five 
cups of coffee a day and that many 
can healthfully use more than five 
cups. 


Name B. B. D. O. 


Advertising of Mohawk Carpet 
Mills, Inc., Amsterdam, N. Y., has 
been placed with Batten, Barton, 
Durstine & Osborn, Inc., New York, 
effective Jan. 1, 1933. 


A. N. A. Picks Hotel 


Ambassador Hotel has been se- 
lected for the annual convention of 
Association of National Advertisers 
at Atlantic City, Nov. 16-18. 


N. Y. “Evening Post 
Alumni” to Meet 


“Alumni” of the New York Even- 
ing Post will gather to talk over 
details of other days at Keene’s Old 
English Chop House at noon, Nov. 
16, under sponsorship of the “Even- 
ing Post Alumni Association,” which 
was organized in 1929. 

The occasion will make the 133rd 
anniversary of the founding of the 
Post, which first appeared Nov. 16, 
1801. 


“Journal” Gives Discount 


Effective Nov. 1, New York Jour- 
nal is allowing a discount of five per 
cent monthly in the case of any ad- 
vertiser who inserts as many lines in 
the Journal in any particular month 
as he uses in any other New York 
daily. In the case of a manufacturer 
advertising more than one product, 
the full copy discount will be applied 
on the separate schedule of each 
product. 


Have Card Party 
Women’s Advertising Club of De- 
troit staged a fair and card party 
this week at Book-Cadillac Hotel. 
Stage and radio celebrities furnished 
the entertainment. 


N. Y. Editor Dies 
Charles Honeywell, editor and 
publisher of Wilson Star, Wilson, N. 
Y., since 1878, died Nov. 1. He was 
80 years old. 


Skinner Motors Gets 


Floating Power License 


Skinner Motors, Inc., Detroit, has 
announced a license arrangement 
with Amplex Manufacturing Co., a 
division of Chrysler Corp., whereby 
Skinner Motors will make available 
floating power motor mountings for 
replacement installation on Ford 
Model “B” four-cylinder cars. 

An extensive campaign to mer- 
chandise the new development will 
soon get under way. 


Look Ahead 5 Years 


J. Newton Colver, advertising di- 
rector, Milwaukee Sentinel-News, and 
Fred E. Erickson, advertising mana- 
ger, Milwaukee Electric Co., gave 
their respective views on “Looking 
Ahead Five Years in Advertising and 
Merchandising” at the meeting of 
Milwaukee Advertising Club this 
week. 


Kobak in New Orleans 


Edgar Kobak, vice-president, Mc- 
Graw-Hill Publishing Co., New York, 
and president, A.F.A., spoke before 
ane Club of New Orleans, 
Nov. 2. 


Simpers Passes On 
Thomas W. Simpers, sales manager 
of the American Sheet and Tin Plate 
Co., Philadelphia, until his retire- 
ment a year ago, died last week after 
a three months’ illness. He had been 
with the company 43 years. 
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the goods. 


ELECTROTYPES 


Congratulations... Felicitations 


and Our Fingers 
Are Crossed 


To the winner — Republican or Democrat — three rousing 
cheers and best wishes! 
But if you don’t mind, we’ll keep our fingers crossed for 
just a little while. 
Donkey or Elephant, you’ve got a man’s size job on your 
no doubt able hands — and now that the cheering and flap- 
ping of flags has subsided, there’s some real heavy lifting to do. 
Hence the slightly crossed fingers; we’re pulling for you 
and putting the “jinx” against any bad luck rounding that 
well known “corner”. 
Let’s go! One more notch pulled over in the belt; 
American business pulling a tight trace; a heave-ho and a 
hearty-oh — and all that sort of thing. Mix your own simile. 
The point is just this: 
The day has passed for talk, as we'll prove quickly by 
ending this one of ours. 
Campaign speeches and modern type both look good in 
print; neither butter any parsnips unless they’re backed up by 


Selah! We have spoken. 


Partridge & Anderson Company | 


712 FEDERAL ST. 


For thirty-two years Proponents of the Best in 


NICKELTYPES - MATRICES 


CHICAGO, ILL. 


+ STEREOTYPES 
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The sum of 8,000 years 
of human experience... 


--Owen D. Young 


oes BON youre te the new 
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ADVERTISING 
STILL PULLS; 
HERE'S PROOF 


Encyclopedia Britannica 
Maintains Volume 


New York, Nov. 3.—Though some 
manufacturers regard advertising as 
somewhat discredited on the face of 
results during the last three years, 
others have tested it in the crucible 
of the depression and discovered that 
it has lost little, if any, of its le- 
gendary magic. 

Enyclopedia Britannica, Inc., rely- 
ing on advertising almost to the ex- 
clusion of all other sales effort, has 
come through the slump with flying 
colors. While the cost of inquiries 
has increased slight'y, the increase 
has not been marked enough to im- 
pair net earnings to any appreciable 
extent. 

Advertising has always been the 
Encyclopedia Brittanica’s trump card 
though the books are sold by some 
book stores and by some specialty 
salesmen. The publishers have never 
depended on either retail outlets or 
salesmen for orders. The manifesta- 
tion of interest, as attested by the 
returned coupon, plus adequate fol- 
low-up literature, is the combination 
that has in the past yielded a con- 
sistent and profitable volume of busi- 
ness. 

When business became harder to 
get, the company was. confronted 
with the necessity of maintaining 
the fruitfulness of its advertising or 
adopting an entirely new sales set- 
up. It voted for the former course. 
That is, it decided that advertising 
itself is as powerful as ever in con- 
vincing the public of new needs and 
persuading it to fill them. Any fail- 
ure in results, it was decided, would 
be charged against copy or medium, 
rather than the weapon. 


Appeals Still Pull 


In this frame of mind, the com- 
pany started out to challenge the 
powers of darkness and pessimism. 
It found that certain appeals, p'!aced 
in certain mediums, netted enough 
live inquiries to make the advertis- 
ing profitable. While it varied its 
copy, as the occasion seemed to war- 
rant, the factors which seemed to be 
blessed with unusual vitality were 
injected into each advertisement. 

The company has not been afraid 


to experiment at times. In this way, 
it has overturned several of the ap- 
plecarts of tradition. On the other 
hand, it discovered that many of the 
time-honored appeals find as intent 
an audience as ever before, 

The mail order houses have never 
favored big space. Encyclopedia Brit- 
tanica does and it used it, while the 
public seems to like it. The pub- 
lishers are not awed by the theory 
that certain copy must run in cer- 
tain mediums. While it has found 
that some papers pull well and it 
values those papers accordingly, it is 
always ready to experiment, when 
the chances for success are anything 
like even. 


Use Newspapers 


It has used the Saturday Evening 
Post, The Literary Digest, Collier's 
and Time this year. It has also used 
small and large space in newspa- 
pers, running as high as five col- 
umns. It has used special sections 
of the New York Herald Tribune and 
the book review of the New York 
Times successfully. It has used ro- 
togravure and inserts. 

The publishers and their agency, 
Charles Daniel Frey Company, Chi- 
cago, are always looking for new 
mediums and have discovered several 
interesting ones. When a magazine 
gets a new editor, they ask him what 
his policy is going to be and ask 
themselves whether this magazine 
doesn’t now fit in with their plans 
more closely than before. 

In other respects, as indicated, the 
company has found the old formulas 
sufficient for its purposes, though 
some of these run contrary to mod- 
ern thought. One typical advertise 
ment is headed, “The sum of 8,000 
years of human _ experience—.” 
Placed in the right medium, this 
headline invariably inspires action. 
If it doesn’t bring in the coupons, the 
medium is wrong, according to the 
company’s viewpoint. 


Use Testimonials 


Short testimonials from Owen D. 
Young and John Haynes Holmes 
flank a picture of the $100-and-uP 
encyclopedia. Down at the bottom 
are a few honest and voluntary tes 
timonials from less distinguished 
users of the Britannica. The old fa 
miliar phrase, “$5 down and $5 4 
month” is given prominence. The 
type is too small and there is too 
much of it for easy reading—but the 
public continues to read it. 

W. J. Cox, president of Eyclopedia 
Britttanica, Inc., is an advertising 
enthusiast. He has believed in ad 
vertising, tempered with a knowl 
edge of what he has to sell and what 
it takes to sell it, and advertising 
has repaid him well for his faith. 
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COHEN NAMED 
GOVERNOR OF 
10TH DISTRICT 


Austin, Tex., Oct. 31—A. M. Cohen, 
National Newspaper Enterprise, Inc., 
of Houston, was e'ected governor of 
the Tenth District, Advertising Fed- 
eration of America, and Forth Worth 
was selected as the 1933 meeting 
place at the annual meeting of the 
district here today. 


Other officers named were: Wil- 
liam Brockhausen, Sunset System, 
San Antonio, first vice-governor; Joe 
Jurgens, Austin Baking Company, 
Austin, second vice-governor; Fred 
C. Bessler, Southwest and Bessler 
Outdoor Advertising companies, 
Houston and Galveston, secretary 
and treasurer, and Miss Margaret 
Marables, Dallas Gas Co., Dallas, as- 
sistant secretary and treasurer. 


Directors elected are: J. Gordon 
Wilcox, Wilcox-Nelson Co., Austin; 
P. F. Lawson, publicity director, 
Chamber of Commerce, and R. L. 
Casey, Casey Advertising Agency, 
Beaumont; Dorothy Phillips, Rat- 
cliffe Advertising Agency, Dallas; 
Paul J. Harmon, Texas Electric Serv- 
ice Co., and Homer Belew, Star-Tele- 
gram, Fort Worth; Jeff Barnette, 
Chamber of Commerce, and H. C. 
Fiester, president of Advertising 
Club, Houston; 


Other Directors 


Robert G. Coulter, Coulter & 
Payne, Inc., Advertising Agency, and 
LeRoy Schwartzkopf, San Antonio; 
E. L. McGill, North Texas Advertis- 
ing Co., and Louis Marsh, Behrens 
Drug Co., Waco; D. A. Kahn, Station 
KGKO, Wichita Falls; W. G. Grant, 
Dallas, Lone Star Gas Co., and presi- 
dent Dallas Ad League, representing 
sustaining members. Erle M. Racey, 
Tracy-Locke-Dawson, Inc., Dallas, re- 
tiring governor, is an ex-officio mem- 
ber of the board. 

The meeting was characterized by 
a note of optimism over improved 
business conditions, and discussions 
of advertising’s part in rebuilding 
the economic structure. 

Lowry Martin, president of Texas 
Press Association and publisher of 
Corsicana Daily Sun, declared, “We 
are passing through the upheaval 
rapidly and we are returning to nor- 
mal again.” 

Edgar Kobak of New York, presi- 
dent, Advertising Federation of 
America, and _ vice-president, Mc- 
Graw-Hill Publishing Company, who 
was introduced by Frank G. Hun- 
tress, president of the Express Pub- 
lishing Company, San Antonio, told 
the convention that basic conditions 
are sound, buyers are ready to pur: 
chase and the seller must prepare for 
a new buying era. 


"Do More Selling” 


“Lots of things have cleared up 
since May and June and we are bet- 
ter set for a comeback,” Mr. Kobak 
asserted. “Better selling and better 
advertising are necessary to stimu- 
late business. There are many buy- 
ers left who have money and who are 
tired of saving and scrimping and 
are ready to buy. The period has 
been reached where the buyer is 
ready to buy, but the seller is not 
prepared to serve him.” 

“Advertising today is better than 
it has been but improvement is 
heeded to bring the selling message 
to the front,” Mr. Kobak continued. 
“Modern advertising is undergoing a 
transition and must carry selling 
copy. 

“Selling will increase normal em- 
ployment. Selling gets orders. The 
industrial concerns must furnish ma- 
terials and employers in turn call in 
their employes to manufacture them.” 

The Tenth District advertising 
campaign, using newspapers and 
billboards, was complimented by Mr. 
Kobak, as well as the Centennial 
Campaign, which is carried on under 
the direction of the District with 
various co-operating bodies. 


H. W. Stanley, trade extension 


manager, Dallas Chamber of Com- 
merce, in his talk on advertising’s 
part in this new era of merchandis- 
ing, said, “Cheap prices never pulled 
a nation out of a depression and 
minimum prices miss the market. 
The advertising man and woman of 
today must be more than a student 
of rhetoric, and must assume the role 
of merchant—seeking and getting 
full store-wide co-operation on all 
promotions. Give more attention to 
merchandising, finding an ever-in- 
creasing opportunity to use quality, 
value and customer acceptance of 
merchandise rather than price.” 
Other speakers were W. C. Ed- 
wards, managing director, Progres- 
sive Texans, Inc., San Antonio; W. 
C. Grant, president, Dallas Ad 
League; George Foristall, “Houston 


Shopping News;” H. C. Fiester, pres- 
ident, Houston Advertising Club. 
Entertainment features included a 
tour of the city of Austin and a re- 
ception at the governor’s mansion by 
Gov. and Mrs. Ross S. Sterling; an 
informal dinner on Sunday before 
the convention opened in honor of 
speakers at the convention, and a 
dinner-dance, following adjournment. 


“St. Nicholas” Observes 


Its Sixtieth Birthday 


St. Nicholas, Columbus, O., ob- 
served its 60th anniversary Thursday 
by sending miniature cakes to adver- 
tising and agency executives through- 
out the country. 

Western Union boys delivered the 
greeting, which was unaccompanied 
by any sales message. 


Anderson Heads 


Milwaukee Group 


E. P. Anderson, Multigraphing 
Service Co., was elected president of 
Mail Advertising Association of Mil- 
waukee at the annual meeting. H. H. 
Gerlach, Gerlach Service Co., Inc., 
was named vice-president, and John 
Hoffmann, Hoffmann Co., secretary- 
treasurer. 

Directors are: Trayton H. Davis, 
Trayton H. Davis & Associates; 
George Lorio, R. & L. Service, and 
Joseph Ott, Joe Ott Advertising and 
Letter Service. 


Have 15 Speakers 


Chicago Financial Advertisers 
tried a new idea at its luncheon this 
week. Fifteen speakers, each limited 
od four minutes, discussed trust sell- 
ng. 


Representatives Named 


for New Publication 


Representatives appointed for Gen- 
eral Store Management, Chicago, 
are: Rhodes-Weed & Co., New York; 
H. W. Booth, Cleveland; Fred 
Wright Co., St. Louis; Haro'd W. 
Haskett, Indianapolis; Stypes-Alli- 
son, Inc., San Francisco, and F. B. 
Shondell, Toledo. 

Hal J. Hazen has been named edi- 
tor; Richard T. Robb, advertising 
director, and John Schwender, na- 
tional advertising manager. 


In Boston 


Announcement of the New Eng- 
land edition of House Beautiful in a 
recent issue of ADVERTISING AGE, re- 
ported that publication’s address as 
New York. The home office address 
is 8 Arlington St., Boston. 
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Advertising and Salesmanship 


One of the most interesting side-| 
lights upon today’s merchandising is | 
the influence which able advertising | 
executives are exerting upon sales 
methods. Pressure for improvement 
in ideas, technique and control is 
coming from the advertising depart- 
ment, and in many cases is produc- 
ing remarkable results. 

The reason why advertising must 
concern itself with salesmanship is 
obvious. Many of the best merchan- 
dising ideas employed by modern 
business originate with the advertis- 
ing department. The successful exe- 
cution of those ideas demands not 
only sales co-operation, but the com- 
plete integration of the plan with 
every-day sales methods. Unless the 
idea is followed through to the final 
step, personal contact with the con- 
sumer, it is all too likely to fail, re- 
gardless of its essential soundness. 

Sales executives are sometimes re- 
luctant to revolutionize the methods 
which have been employed by their 
organizations, but nowadays, when 
they realize that they cannot get the 
full effect of an excellent merchan- 
dising plan without drilling a few 
new ideas into the minds of their 
men, they are likely to be among the 
most enthusiastic promoters of the 


program. 
Besides, in the organization of 
most large advertisers, the sales 


executives are almost necessarily 
“advertising-minded,” and 


that the expenditures for advertising 
cannot be transformed into sales un- 
less the men who carry out the mer- 
chandising plan, of which the adver- 
tising is only one part, are thor- 
oughly trained in the particular sales 
technique which may be demanded. 

Because the new merchandising 
p'ans often come from those who 
have to do with the development of 
successful advertising, it has hap 
pened that the urge for sales train- 
ing, as a basis for more successful 
use of the advertising, has originated 
with the same group. Sometimes 
this has resulted in educational work 
throughout an entire sales organiza- 
tion, as a means of developing fully 
the values which advertising is in a 
position to create. 

Advertising successes are, after all, 
and by necessity, sales successes as 
well. Not only must sales executives 
be interested in advertising, but ad- 
vertising men must be interested in 
sales. When they think through 
from the advertising conception to 
the end result of sales, and study the 
sales process all along the road to 
that desired result, they are likely 
to encounter rough spots in opera- 
tion. The elimination of these obsta- 
cles to full utilization of advertising 
effectiveness may come to be recog: 
nized a little later on as an essential 
part of successful management of ad- 


realize | vertising. 


New Things to Advertise 


Someone who has made a study of 
the subject said that during the past 
two years more than 1,800 new prod- 
ucts have been put on the market. 
This means that they ._have not 
merely been invented or thought of; 
they have got beyond the mind of 
‘tthe originator, beyond the blue print 
and kitchen laboratory stage, and 
actually are out on the counter 
where the public can see and con- 
sider them. 

The same investigator has re- 
ported that many of these new prod- 
ucts are distinctly of the kind which 
will lend themselves to advertising. 
They represent new convenience or 
utility, and have advantages over old 
products and methods which com- 
mend themselves almost instantly to 
the householder to whom they are 
intended to appeal. 

- Many of these products are quite 
simp'e, belonging to the why-didn’t- 
someone - think - of - that-before class. 
There are few of such sweeping or 
revolutionary character as the radio 


or the electric refrigerator, for exam- 


ple, and yet, in the aggregate, they 
promise ' possibility of building sub- 
stantial industries, providing employ- 
ment for armies of workmen, and 
giving advertising a good, practical 
job to perform in their promotion 
and sale. ‘: 

The contribution which the devel- 
opment of new products of this char- 
acter can make just now is consid- 
erable, because everything connected 
with their establishment as sound 
business successes is just so much 
velvet, from the: standpoint of in- 
creasing the speed and momentum of 
the business machine as a _ whole. 
Consequently, advertising men, and 
especially advertising agents, who 
have opportunity to participate in 
their promotion, might well consider 
their importance in a different light 
than merely as accounts, and think 
in terms of what it might mean to 
business and the community to make 
a success of a new product, with a 
payroll and a factory and a sales or- 
ganization and all that such a suc- 
cess implies. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 


ing them, or through ADVERTISING 
AGE, 
403. Increasing the Load. 


This is the second edition of a 
book issued several years ago by 
McCall Company and which proved 
a valuable aid to marketers of elec- 
tric household equipment. The first 
edition reported in detail purchasing 
methods and sale practices of cen- 
tral stations and locations of their 
retail stores, believing this was war- 
ranted by the great volume of busi- 
ness done by electrical utilities. The 
present volume omits discussion of 
merchandising activities, but pro- 
vides a detailed listing of 4,290 cities 
and towns in which central station 
stores are located and the number of 
domestic lighting customers in each. 
Records are also provided for the 
5,086 cities and towns in which 
utilities maintain no stores. 


No. 439. Cold Facts About 96,000 
Electric Refrigerators to Be Sold 
in Iowa. 


Des Moines Register and Tribune 
wanted to know how many Iowa fami- 
lies had sufficient purchasing power 
to buy electric refrigeration now, and 
how many of these able-to-buy fami- 
lies desired electric refrigeration 
sufficiently to put them in the mar- 
ket. An investigator called on 361 
families living in wired, one-family 
dwellings in nine cities and towns in 
the state, developing the informa- 
tion that 78.4 per cent of the wired 
homes did not have electric refrig- 
eration, but that 50.1 per cent of 
these homes had the necessary pur- 
chasing power, and 32.1 per cent in- 
tend to buy this item as the next 
major electric appliance purchase. 
Projecting the survey to cover the 
398,191 wired homes in Iowa, it is 
deduced that at least 150,000 homes 
have the money to purchase electric 
refrigeration, and 96,000 families 
are actually in the market. 


No. 433. WLW—“The Nation’s Sta- 
tion” 


This unusual envelope-folder 
might well be called “proofs,” since 
much of the material in it consists 
of facsimile reproductions of letters 
commenting on the results derived 
from commercial broadcasting over 
WLW, Cincinnati. Other interesting 
material in the folder gives WLW 
coverage and circulation, analyzes 
mail response to individual pro- 
grams, gives much valuable informa- 
tion about the station and outlines 
the services of the station’s sales 
promotion department. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have _ really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


No. 438. Plotting the Shot. 


Comparisons of the “three major 
markets,” metropolitan, middle ur- 
ban and small town-rural, showing 
total retail spending, food sales and 
drug sales compared with population, 
feature this unusually attractive 
booklet published by Pictorial Review. 
Interesting charts also show circula- 
tion of six women’s magazines com- 
pared with total retail spending in 
each of these markets, with food 
sales and drug sales. 
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—Life. 


"Notre Dame must be playing football again!" 


“A Constructive Move,” 
Is Opinion of LeQuatte 
To the Editor: Advertising agency 
compensation has been questioned for 
a long period of time. Continued 
questioning of the basis would indi- 
cate that it might be improved. 
Surely, then, the joint committee 
representing advertisers, agencies 
and publtishers is making a construc- 
tive move when it appoints a re- 
spected individual, such as James W. 
Young, to undertake this study. I 
predict that much good will result 
from this action. 
H. B. LEQUATTE, 
President, Churchill-Hall, Inc., 
New York. 
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Who’s Who Explains 
How Names Are Picked 


To the Editor: Your story in the 
Oct. 15 issue of ADVERTISING AGE con- 
cerning advertising men listed in 
Who’s Who in America is interesting, 
but we are not certain that it in- 


ing” who are listed in the volume. 

We have never made a check-up 
along this line, but we are certain 
that quite a number of the names 
mentioned in your article found their 
way into the book for other reasons. 

Mr. Bruce Barton, for instance, is 
much better known to the public as 
an author than for his advertising 
activities. Indeed we doubt very 
much that he is known to the gen- 
eral pub‘ic at all in a business way. 

Mr. Albert E. Lasker’s name prob- 
ably would never have found its way 
into Who’s Who in America because 
of the advertising business in which 
his firm is engaged. He became na- 
tionally known as chairman of the 
United States Shipping Board. That 
made him eligible for inclusion in 
the volume. 

Mr. L. Ames Brown is listed in the 
book because of his reputation as a 
writer. Mr. William H. Johns, on 
the other hand, is included because 
of his reputation in “advertising.” 

It is the aim of Who’s Who in 
America to include the names only of 
people who are well known to the 
general public and not because of 
business success, unless that success 
has given them a reputation, making 
them subjects of wide inquiry. 


A. N. Marquis Co., Chicago. 


cludes the names of all “in advertis-, 


Voice of the Advertiser 


Prizes Not Important 


to Success of Contest 

To the Editor: Will you please 
send me a tabulation of the circula- 
tion of ADVERTISING AGE either by 
states of national districts? I would 
like to use this in connection with 
the “$50 Prize Billboard Competition” 
of the Roger Smith Hotels which was 
advertised in your publication and 
the results of which have been sur- 
prising. 

There is a story behind this com- 
petition which, I believe, may be of 
interest to your readers. A group of 
well known architects, educators, edi- 
tors, artists, et al., have from time 
to time, met in a small east side New 
York restaurant and there discussed 
problems which seemed of impor: 
tance. 

They at one time deplored the lack 
of competitions which would give the 
younger men an _ opportunity for 
recognition. The great architectural 
competitions of Europe were recalled 
and it was regretted that we do not 
have their counterpart in this coun- 
try. Only in the advertising field, 
and then to on!y a limited extent, are 
competitions common. The _ point 
was made that the cost of prize 
money is prohibitive. About this, 
however, there was a difference of 
opinion. 

The writer was of the opinion that 
prize money, while important, was 
secondary to the opportunity for 
recognition and the possibility of 
making a profitable contact. He 
agreed to make a demonstration, 
limiting the prize money to a merely 
nominal sum, making no representa- 
tions of possible future opportunities 
but assuring the fairness of the com- 
petition by featuring a jury of estab- 
lished and recognized judges. The 
“$50 Prize Billboard Competition” 
was the result. 

There being no recognized medium 
for the announcement of the competi- 
tion (which is another thing to be 
deplored), it was decided to give this 
competition display advertising in 
your publication. It is the hope of 
our organization that even minor 
items can be put up for competition: 
letterheads, (which we think weé 
ought to change every year) key 
tags, etc. 

Oscar A. DE LIMA, 


President, Roger Smith Hotels Cor 
poration of New York. 
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White Surveys Prove that 
Old Fashioned (Buried Runover) 
Magazine Make-Up May Cost 

You 10% or Mote in 


Advertisement 
Effectiveness 


Another Reason Why Ads in Liberty (With Modern 
Alternating Ad-And-Story Make-Up) Average 
A Quarter Million More Real, Seen Circulation. 


LS | dean you put your ad in 
a magazine established 
before advertisements were 
legitimate “editorial” content, 
you generally find it in the 
back of the book. 

The important editorial items 
ate grouped in the front of the 
book. The average reader (who 
buys the magazines for stories, 
not ads) need not go very far 
back to choose his reading fare. 

A galley runover is brought 
into the back to lead the reader 
into the advertisements. 

If your advertisement is next 
to the runover of a good story, 
a lot of persons may see your 
name. 

If the story is less widely 
read, fewer persons may get 
through to you. 


Facts Prove Theory 


The Percival White, Inc. at- 
tention value ratings of 80 page 
advertisements adjacent to run- 
overs of stories having above 
avetage reading were compared 
with the ratings of 78 adver- 
tisements adjacent to runovers 


ARNUM discovered it! By splitting 

up the band and scattering music 
throughout the parade he held the spec- 
tators on the curb until the end. Simi- 
larly, by alternating advertising and 
editorial matter eo <9> the maga- 
zine Liberty keeps reader interest high 
from cover to cover. 
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of stories having below average 
reading. 

In the aggregate, the first 
group was found to have en- 
joyed 10.7 per cent more atten- 
tion—10.7 per cent more real, 
seen circulation from women 


And 11.1 per cent more at- 
tention—1I.I per cent more 
real, seen circulation—from 
men readets..... 

An equivalent of 200,000 
more real, seen circulation per 
2,000,000 A.B. C. circulation... 

A bonus value of $500 per 
insertion at a rate (for example) 
of $2.50 per page per thousand. 

Advertisements adjacent to 
the runovers of exceptionally 
well rated stories enjoyed an 
even greater bonus. 

Those next to poorly read 
stories suffered accordingly. 


Liberty Make-Up Puts 
Every Ad Next to 
Leading Matter 


Liberty, founded since adver- 
tisements were recognized as an 
integral part of a magazine's 


LIBERTY 


America’s Best Read Weekly 
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content, established an appro- 
priately modern make-up policy. 

There are no run-overs in 
Liberty. Every story is complete. 
Every advertisement is next to 
a complete story. Every reader 
MUST turn every page to find 
out what he wants to read. 
Every advertisement is exposed to 
every reader. 

In old-fashioned make-up 
magazines you can’t tell in ad- 
vance how good a story run- 
over your ff will adjoin. But, 
in Liberty you get the equiva- 
lent of a guarantee of that 10 
per cent better position! 

Add that mechanical advan- 
tage to the White findings of 
I5 per cent to 45 per cent more 
reading for the average Liberty 
Story—25 per Cent to 60 per cent 
more reading for the average 
Liberty serious article—and the 
quarter million or so extra real, 
seen circulation reached by the 
average Liberty page advertiser 
becomes readily te tects oe 

What mass magazine has 
gteater justification for a place 
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fing ETHYL GASOLINE 


Advertiser: Ethyl 
Gasoline 
Agency: Batten, Barton, 
Durstine & 


Osborn, Inc. 
Space: 4-Color Second 
Cover 
Attention Value: 
58% better than 
average page 


Advertiser: Campbell 
Wall 
Agency: F. Wallis 
Armstrong Co. 
Space: 4-Color Page 
Altention Value: 
42% better than 
average page 
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Advertiser: Philco 

Agency: F. Wallis 
Armstrong Co. 

Space: | — ite 


age 
Attention Value: 
39% better than 
average page 


GENERAL @eLecrMNG aes 
ie haiti ot 
Mazda 


ag 
Agency: Batten, Barton, 
urstine & 


Advertiser: 


Osborn, Inc. 
Space: Black & White 
Page 
Altention Value: 
35% better than 
average page 


See 


Advertiser: Coca Cola 

Agency: D'Arcy Adver- 
tising Co., Inc. 

Space: 2-Color Third 


‘over 
Attention Value: 
35% better than 
average page 


Fn RE rere vant 
Advertiser: peony 
m, 
Agency: Batten, Berton, 
Durstine & 
Osborn, Inc . 
Space: 4 Page Black 
& White 
Altention Value: 


j 35% better than 
on your 1933 list? 35% better 
Average Page Advertisement 
in Liberty 
Per Cent of Extra 
Persons Noti 
Over Tivee 
Fae ont 
eekly 
Week 
23 end 29% 
to date 15 
(Average of White surveys) — 
Projection of 
Extra Volume of 
- & Persons Noting 
er 
s wa Oe 
An This Week 39.571 15,569 
wy Me ¢ an 224,133 206,21 
“4 ‘ to . * 
AWAY a" IA Az (Average of White surveys) . 


aha] 


Be ats 


LIBERTY 


Weekly A 


OCT. 22 
Weekly B 


OCT.15 
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HAMMOND COMES 
TO RESCUE OF 
BRIDGE HOSTESS 


Holiday Drive on Electric 
Table Started 


New York, Nov. 3.—An electric 
bridge table that shuffles and deals, 
a product of the Hammond Clock 
Company, Chicago, is the latest scien- 
tific wonder to seek the sponsorship 
of national advertising. 

It will be announced in pre-Christ- 
mas issues of humorous magazines 
with copy trading on the relation- 
ship with the famous Hammond 
clock and thereby adding to the 
dividends from last year’s clock ap- 
propriation of $250,000. The Chicago 
office of Erwin, Wasey & Co. is the 
Hammond c‘ock agency and will also 
direct advertising of the new pro- 
duct. 

The table was the sensation of the 
Bridge Show here this week. Depart- 
ment store buyers, noting the crush, 
eagerly sought out C. E. Penny, sales 
manager, who was on hand at the 
demonstration booth to chart con- 
sumer reactions. He explained sadly 
that the pre-holiday output would be 
limited and that the production 
would be rationed out with favor 
.to none. 

To merchants offering to spend 
large amounts of their own money 
in advertising the table in return for 
the privilege of being the first in 
their cities to demonstrate the at- 
traction, Mr. Penny explained that 
his company preferred to do its own 
advertising. This policy, he inti- 
mated, wou'd eliminate possible 
harm from early over-exploitation 
and insure the good will and con- 
tinued active cooperation of all re- 
tailers. 


Seek Permanent Market 


By controlling the advertising plan 
itself and by releasing copy just as 
the product comes on the market, the 
company believes it will be easy to 
convince the public that the electric 
bridge table is an indisipensable, 
permanent adjunct of the well-or- 
dered home and not a novelty. 

Continued advertising, it is 
thought, will make it impossible for 
any member of the bridge club to 
hold up her head without one, while 
those who are sensitive about what 
the neighbors say will be social- 
pressured into purchase of a battery. 

The first advertisement, a_ black 
and white page, is scheduled for Life, 
Time, Judge, The New Yorker and 
The Chicagoan. It is planned to add 
House and Garden and other publi- 
cations later. 

Provoking and partially satisfying 
curiosity, a double headline reads, 
“TI say .. . it’s positively uncanny! 
An electric bridge table that shuf- 


NO, NO, THEY'RE NOT PASSING ACES UNDER THE TABLE 


So that no selling wy will be overlooked, a sales minded group tries out the new Hammond elec- 


tric bridge table 


eft to right, M. J. Powers, New York distributor for Hammond; C 


Penny, 


sales manager, Hammond Clock Co.; and R. J. Dustman and Ann Hicks of the New York office of 


Erwin, Wasey & Co. 


fles and deals.” The headline ele- 
ments are separated by the principal 
illustration, a sketch of a foursome 
staring in pleased incredulity at an 
illustration of the table in the lower 
right corner. The following excerpts 
indicate the humorous method of 
presentation: 


Copy Is Humorous 


“Tournament-scarred veterans pale, 
strong men faint, when first they 
behold what modern science has 
brought to bridge. 

“It eliminates the manual shuffle. 
Eliminates the manual deal. Never 
exposes a card. Never spills one on 
the floor. Always comes out even. 
And forever hushes that scathing re- 
buke, ‘Can we get you a basket?’ 

“It sounds magical—but it’s elec- 
trical. 

“You still bid, you still play, you 
still keep score. The Hammond 
Electric Bridge Table does the rest. 

“The legs are sturdy enough to 
resist even the weight of fat Mr. 
Whoosis whose hostess-panicking 
trick is to lean his whole self on a 
table and ponder his cards. The top 
lifts off—awed onlookers can watch 
the ‘works’ at work. 

“It plays no favorites, working just 
as well for the disciples of the Ap- 
proach-Forcing system or the One- 
Two-Three, as it does for the con- 
verts of the One-over-One. 

“Be the first in your bridge club, 
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Two little girls went from this home to a very 
substantial private school recommended by 
the School Department of Scribner’s Magazine 


foursome, or neighborhood to spring 
a new Hammond Electric Bridge 
Table. It’s yours for the modest sum 
of $25. A more de luxe model sells 
for $40.” 

A popular clock model is_ illus- 
trated and described in a separate 
element of the advertisement incor- 
porated with signature, which links 
the products with the statement, 
“Made and guaranteed by the Ham- 
mond Clock Co., Chicago, who also 
make America’s finest Bichronous 
and Synchronous electric clocks.” 


“‘Chicago Daily 
News’’ Acquires 
“‘Chicago Post’’ 


Chicago, Nov. 2.—Chicago Daily 
News has purchased Chicago Eve- 
ning Post and consolidated that pub- 
lication with the News. The first 
issue of the combined publications 
appeared Monday. 

The Associated Press franchise be- 
longing to the Post was not included 
in the merger, this service going to 
Chicago Evening American, Hearst 
publication. 

Knowlton L. Ames, Jr., former 
publisher of the Post, has joined the 
Daily News staff as assistant to Col. 
Frank Knox, publisher and _ presi- 
dent. 

“This consolidation of the two old- 
est evening papers in Chicago fol- 
lows a trend which has been notable 
in recent years in newspaper circles, 
out of which have come stronger and 
more efficient newspapers than were 
possible under earlier conditions,” 
formal announcement of the merger 
said. 

“It is the hope and expectation 
that the appealing qualities of the 
Evening Post, manifest in that paper 
through a history of 43 years, will 
be found by all of its readers in The 
Daily News. It is also expected that, 
through the addition of the fine 
reader clientele of the Evening Post, 
The Daily News will become a more 
effective and resultful medium to the 
advertisers who use its columns.” 

The merger leaves only three pub- 
lications in the Chicago evening field. 


Hearst to Sell Stock 


Hearst Consolidated Publications, 
Ine., San Francisco, has filed arti- 
cles of incorporation with the secre- 
tary of state of Wisconsin, listing its 
purpose in entering the state as the 
sale of cumulative participating stock. 


RKO PICTURES 
WOOS REGULARS 
WITH COUPONS 


New York, Nov. 3.—Though it is 
strongly averse to price cutting in 
the usual sense, RKO Radio Pictures, 
Inc., made a strong new bid for busi- 
ness this week by offering a discount 
of 10 per cent to regular patrons or 
“volume buyers.” 

The medium is a coupon book 
plan. Books containing $2.75 in cou- 
pons good for admittance at the 150 
theaters controlled by RKO are sold 
for $2.50; $5.50 for $5 and $11 for 
$10. 

While price-cutting is said to have 
proved a dismal failure in stimulat- 
ing attendance at moving picture 
theaters, the new RKO plan is de- 
signed to corral a larger share of the 
available business by insuring the 
regular attendance of the same pa- 
trons at the same theaters. 

M. H. Aylesworth, head of the Na- 
tional Broadcasting Co., is chairman 
of the board of RKO Radio Pictures. 
The advertising is handled by Lord 
& Thomas. 


Dane Opens Office 


Maxwell Dane, assistant director of 
publicity and promotion for Stern 
Brothers, New York, has resigned. 
He will open an advertising and pro- 
motion service for retailers next 
week at 450 Fifth Ave. 


Develop Unique Folder 


Pryor Press, Chicago, has devel- 
oped a unique mailing folder which 
is die cut and folded so as to give the 
impression of three dimensions. 
Only one piece of paper is used. 


400 NEWSPAPERS 
PUBLISH McKEE’S 
COPY ON HOOVER 


Chicago, Nov. 3.—If Herbert 
Hoover is re-elected President of the 
United States Nov. 8, he can lay 
much of the credit for this result 
to Col. Frank Knox, publisher of the 
Chicago Daily News, Homer McKee, 
well known Chicago agency man, 
now handling promotion for the 
News, and H. T. Ewald, president of 
Campbell-Ewald Co., Detroit. 

But for the initiative of these three 
there probably would have been no 
national Republican newspaper cam- 
paign. Due to their aggressiveness, 
about 400 newspapers have been 
running full-page advertisements urg- 
ing the country to “Hold on to 
Hoover.” 

Mr. McKee wrote the copy in four 
days, hopped on a train for Wash- 
ington and in an interview with Mr. 
Hoover, got the Presidential O. K. 
on the copy without a change. The 
President was particularly pleased 
with the slogan, “Hold on to 
Hoover,” and when informed that it 
was the contribution of Mr. Ewald, 
sat down and wrote a note of thanks 
to the Detroit agency chief. 

Col. Knox devised the method of 
distribution. Since the time was too 
short for elaborate planning, he sug- 
gested that newspapers be notified 
that mats were available, either for 
free insertion or for financing by 
local groups. The National Repub- 
lican Committee sponsored the ad- 
vertising unofficially, sending men 
into the field to aid newspapers in 
creating interest in running the 
pages. 


Run 3,000 Pages 


Indications are that 3,000 pages of 
this advertising will have appeared 
by Nov. 8, at a cost somewhere be- 
tween $500,000 and $750,000. The 
agency commission is being paid in 
a few cases. 

Mr. McKee is nothing if not ver- 
satile. While penning the sensa- 
tional Hoover copy with his right 
hand, he is using the left to write a 
few lines exhorting the public to cast 
its vote for Henry Horner, Demo- 
cratic hope for Governor of Illinois. 


Harn Heads Chicago 


Council Committee 


Oo. C. Harn, managing director, 
Audit Bureau of Circulations, has 
been appointed chairman of the no- 
minating committee of Chicago Ad- 
vertising Council. Other members 
are: Max A. Berns, Universal Atlas 
Cement Co.; G. R. Cain, Swift & Co., 
and W. J. Byrnes, Chicago Tribune. 

Directors whose terms expire are: 
Basil Church, James T. Aubrey, E. E. 
Brugh, G. D. Crain, Jr., C. R. Custer, 
Chas. B. Goes, Jr., R. G. Marshall, 
Arthur Ogle, Burr L. Robbins, J. M. 
Rodger, F. P. Seymour, W. H. Simp- 
son, W. H. Sleepeck, Guy C. Smith 
and C. C. Younggreen. 

Officers whose terms expire are 
Basil Church, chairman, and G. R. 
Schaeffer and Lyman L. Weld, vice- 
chairmen. 


To Regulate Sales 


An ordinance requiring a city li- 
cense for closing out sales of insol- 
vent concerns has been introduced 
in Newark, N. J. 


Start Art Course 


An art in advertising class has 
been formed at Trenton, N. J., School 
of Industrial Arts. Roy C. Knee- 
land is in charge. 
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FIND DAUGHTER 
BEATING DADDY 
TO SPORT PAGE 


Publishers Measure Popular- 
ity of Features 


Richmond, Ind., Nov. 3.—The cur- 
rent vogue of advertising comics has 
a sound foundation, according to a 
survey made by E. H. Harris, of the 
Richmond Palladium and Item, for 
the Inland Daily Press Association. 
Mr. Harris was assisted by Donald L. 
Breed and A. M. Clapp. 

Comics rank third with men and 
second with women and lead in the 
estimation of both boys and girls of 
high school age, the survey revealed. 
Local news is the first choice of both 
men and women readers, falling to 
third place in the affections of boys 
and girls. 

Telegraph news is second favorite 
of men, fourth choice of women, sec- 
ond of boys and fifth of girls. ‘“Pic- 
tures” get fourth mention from men, 
third from women, fifth from boys, 
and second from girls. 

An interesting fact developed is 
that Miss America is considerably 
more interested in sports than is her 
mother. With women, sports news 
held llth place, while with their 
daughters, it ranked sixth. Even 
men ranked sports as sixth in inter- 
est, boys elevating it to fourth posi- 
tion. 

In issuing the report, the commit- 
tee warned that it is by no means 
the final word, but should stimulate 
other efforts along this line. 


Use Gallup Method 


The Gallup method was utilized, 
readers being shown copies of the 
paper, page by page, and asked 
which features they had read and re- 
membered. In an effort to reduce 
costs of the survey, the committee 
experimented with having the reader 
himself mark the paper. 

“Obseivation of a great many 
cases,” it reported, “led to the con- 
clusion that to allow a reader to 
mark the paper himself results in in- 
formation that is neither complete 
nor trustworthy. Further’ experi- 
ment, however, may prove that the 
wrong procedure was used.” 

An experiment conducted with 300 
girls employed by an insurance com- 
pany also failed to produce results, 
only 35 girls responding. although 
the newspapers were delivered to 
their homes with written letters of 
instructions. This led the commit- 
tee to conclude that “the interviewer 
is the basis of a good, bad or indif. 
ferent survey, whether questionnaire 
or interview.” 

The good interviewer, it believes, 
will not turn in every marked paper. 

“Neither will he make an enemy 
of the person interviewed by de- 
stroying a paper before him,” the 
committee continued. “There might 
be a dozen reasons for such discrimi- 
nation, one of which might be the 
belief of the interviewer that the in- 
formation was not complete.” 


Mold Jars of Durez 


General Plastics, Inc., North Tona- 
wanda, N. Y., has introduced molded 
plastic jars suitable for drug and 
cosmetic packages. They are avail- 
able only on special order. 


Restaurant Men 
Plan Permanent 


Chicago Exhibit 


Chicago, Nov. 3.—Plans for a per- 
manent exposition of equipment and 
supplies used by the restaurant and 
wholesale food industry received im- 
petus this week when the National 
Restaurant Association leased 50,000 
square feet of floor space in the 
American Furniture Mart, Chicago. 

This space will be sub-leased to 
manufacturers who have exhibited 
briefly during the annual convention 
of the association. The effort will 
be made, however, to have them move 
their main or branch sales offices to 
the Furniture Mart and maintain a 
permanent exhibit, making the build- 
ing headquarters for the industry. 

The association points out that 
this project embraces no more ex- 
pense for individual manufacturers 
than did the old plan of an exhibit 
in a different city each year. 

To carry out the enterprise, the 
1933 Annual Restaurant World’s 
Fair will be held in Chicago in the 
fall. In addition, the National Res- 
taurant Association will move from 
its down-town quarters to the Fur- 
niture Mart about Jan. 1, 1933. 


C. A. Brownell, 
Detroit Agency 
Founder, Dies 


Birmingham, Ala., Nov. 3.— 
Charles A. Brownell, “dean of De- 
troit advertising men,’ founder of 


one of that city’s two original agen- 
cies and one of the founders of the 
Detroit Adcraft Club, died at his 
home here last Saturday. 

As a young man, Mr. Brownell 
served as a newspaper advertising 
solicitor. For many years he was 
associated with the R. H. Traver 
Company and the J. Walter Thomp- 
son Company. In 1895 he estab- 
lished, with the late Edwin H. Hum- 
phrey, the Brownell & Humphrey 
agency, which handled the original 
advertising for the Olds Motor 
Works. He joined the Ford Motor 
Company as advertising manager in 
1910. 

Mr. Brownell retired in 1919 and 
came to live with two sons in Bir- 
mingham. He was the principal 
speaker last year at Detroit Adcraft 
Club’s twenty-sixth annual meeting. 


Daily Gives Discounts 


Sioux City Tribune, Sioux City, Ia., 
has announced a discount of one cent 
a line from its flat national rate for 
use of 25,000 lines, and discount of 
two cents for use of 50,000 or more 
lines, effective Nov. 1. 


Flynn & Emrich Appoint 


Flynn and Emrich Co., Baltimore, 
industrial stokers, has placed its ac- 
count with Van Sant, Dugdale & Cor- 
ner, Inc., Baltimore. 


Hearst Recovers 


William Randolph Hearst, who had 
been confined in a Cleveland hospital 
for some time, has recovered and 
returned to his California ranch. 


Otis Buys Weekly 


Earlville Review, Earlville, Ia., has 
been purchased from S. E. Johnson 
by Selwyn Otis, formerly editor of 
Suburban Star, Blue Island, Ill. 


—that Pictorial Re- 
view has delivered 


more than 2,000,- 


000 net paid copies every 
month since October, 1922—a 
record unequalled by any other 


woman's magazine ? 


READYMADE FOR 


ELECTION BETTORS 


Allen & Hunter 
Wheeling, W. Va. 


Friend Hatters: 
f 
HOOVER 
is. elected 
Give 
Me. 


Allen & Hunter 
Wheeling, W. Va. 


! Friend Haters 

| ROOSEVELT 
is elected 
Give 


Me. 


HAT 


Agned 


interest in the election 


Allen & Hunter, ee Ww. Va., hatters, are helping to create 
y di 


stributing these cards designed by 


McAdam Advertising, Inc. 


Warns Against 
Cutting Rates 


Of Newspaper S | 26.28 


Madison, Wis., Nov. 2.—Jeopardiz- 
ing the independence of American 
newspapers with rate-chiseling is a 
dangerous business, Irwin Maier, ad- 
vertising manager, Milwaukee Jour- 
nal, warned advertisers and space 
buyers at a meeting of Madison Ad- 
vertising Club today, when he was 
asked why newspaper rates. have not 
fallen in line with lowered commod- 
ity prices. 

“You are well aware that this coun- 
try has gone through the depression 
without disturbance, although it has 
continued week upon week and 
month upon month despite con- 
tinued predictions of prosperity be- 
ing just around the corner,” he said. 
“The man out of work and the man 
who lost much or all has taken it 
squarely and patiently. 

“I maintain that the independence 
of newspapers of this country—finan- 
cial independence, if you will—is to 
be credited with the way things have 
worked out, with the absence of riots 
and worse. The newspapers have 
been able to fearlessly present the 
news, retaining the confidence of the 
public. Take the independence of 
the press away by cutting its 
revenues beyond ordinary safety, and 
the situation is something else. 

“Advertising is profiting by the de- 
pression,” Mr. Maier continued. “It 
is giving advertising a breathing 
spell, so that it can return to saner 
views and the fundamentals which 
are necessary for real and sound ad- 
vertising.” 


McCarthy Named Fox 


Advertising Manager 


Charles E. McCarthy, formerly 
with Paramount Publix Corporation, 
has been appointed director of pub- 
licity and advertising of Fox Film 
Corporation, New York. 


Simmons Is Speaker 


Harry Simmons, executive secre- 
tary, Advertising Club of. Milwaukee, 
and instructor in advertising at Mar- 
quette University, led the round table 
discussion at Women’s Advertising 
Club of Milwaukee, Nov. 3. 


Fortiphone Appoints 


Advertising of Mager and Gougel- 
mann Co., Chicago, makers of Forti- 
phone, a hearing device, has been 
placed with Hurja-Johnson-Huwen, 
Inc., Chicago. Newspapers in selected 
cities will be used. 


Coler Joins R. & R. 


Ernest Coler, formerly with C. C. 
Winningham, Inc., Detroit, has joined 
the Detroit office of Ruthrauff & 
Ryan, Inc., in charge of publicity. 


N.1. A. A. Meeting 


to Be in Chicago 


The 1933 conference and exhibit of 
National Industrial Advertisers Asso- 
ciation will be held in Chicago, June 


H. F. Barrows, advertising man- 
ager, Austin-Western Road Machinery 
Co., Chicago, is in charge of the pro- 
gram. 


“Star” Reduces Rates 


National advertising rates of Peoria 
Star, Peoria, Ill., have been reduced 
from eleven cents to nine cents a line 
open; from nine and one-half to 
eight cents for 2,500 lines; from eight 
to seven cents for 5,000 lines; and 
from 7.2 to 6.3 cents for 25,000 lines 
or more, effective Nov. 1. 


Hamilton to Guardian 


James Hamilton, formerly advertis- 
ing manager of French Battery Co., 
Madison, Wis., has been named man- 
ager of the mortgage loan department 
of National Guardian Life Insurance 
Co., Madison. 


Foote with Japha 


Arthur R. Foote, Jr., formerly 
with New York Telephone Co., has 
joined Japha Advertising Agency, 
Buffalo, in charge of research and as- 
sistant account executive. 


Hamilton to Aarons 


L. Grant Hamilton, formerly with 
Austin F, Bement Co., Detroit, has 
joined Harold Aarons, Inc., Detroit, 
as account executive. 


DECRIES FADS 
IN PACKAGING 


Chicago, Nov. 3.—Pointing out that 
the primary function of any package 
is to provide protection for the con- 
tents and convenience of opening and 
use, “Sliefus Glooeyblunk” decries 
the current demand for packages 
“that will knock them cold” in an 
interesting article in the current is- 
sue of “The Phoenix Flame,” organ 
of Phoenix Metal Cap Co., Chicago 
and New York. 

“My personal idea of what is right 
in package design may be expressed 
in two words—stark simplicity,” the 
writer says. “But this is one of the 
first things I have had to forget. The 
manufacturer who has developed a 
yen for changing his package usually 
wants anything but simplicity. He 
wants something that will ‘knock 
them cold.’ 

“This means extreme novelty in 
size, shape and/or color, with protec- 
tion to product, and convenience of 
opening the package and using its 
contents, being given last considera- 
tion . . . and readily dismissed if 
it interferes too much with the de- 
sign.” 

Pointing out that such a procedure 
inevitably raises the cost of the pack- 
age and seldom proves worth while, 
the writer concludes: 

‘What may be offered by way of 
correction? In my opinion the re- 
sponsibility rests with the buyer 
himself. By using the services of a 
recognized designer who appreciates 
that a package is something more 
than a pretty picture or a curiosity, 
he automatically weeds out the hang- 
ers-on. And by giving the designer 
free rein he benefits by the fullest 
of ability and experience.” 


McLennan on Own 


J. Roy McLennan, until recently in 
charge of the New York office of P. 
F. O’Keefe Advertising Agency, Inc., 
at 6 E. 45th St., has organized Mc- 
Lennan Advertising Service at the 
same address to supply service to out- 
of-New York agencies. 


Joins Allied Network 


A. D. Walter, Pittsburgh, has 
joined Allied Service Agencies Net- 
work, co-operating group of small 
agencies. 


McDonald to Publisher 


W. A. McDonald, formerly adver- 
tising manager for Jantzen Knitting 
Mills of Canada, has joined Wrigley 
Directories, Ltd., Vancouver, B. C. 


Starts Weekly 


Prairie Creek News, a weekly, has 
been started at Terre Haute, Ind., 
by Walter Smock. 


NEW WRIGLEY CAMPAIGN WELL UNDER WAY 


newspaper comic pages. 


Samples of copy released by Neisser-Meyerhoff, Inc., Chicago, for 
he copy will appear daily for a year. 
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Marksman Aims 
| for “DIRECT HITS” 


: | And ADVERTISING—to produce RESULTS 
. | —must “spot its target’; then use the 


“| best means to HIT IT! 


"e- 

ar 

a The SELLING POWER of KSTP, WEBC, WDAY, KFYR and KSOO can be briefly 

2 and completely told by these two most important words: CONCENTRATED 

* COVERAGE! 

- Now just what does this mean for the buyer of advertising? Just this: the most 

st PROFITABLE trading areas around St. Paul-Minneapolis (KSTP)}—around Duluth- 
Superior (WEBC)—around Fargo (WDAY)—around Bismarck (KFYR) and around 
Sioux City (KSOO) are so completely and dominantly COVERED by these sta- 

" tions that each area is a clear-cut TARGET for the promotion of SALES! No 

P. waste here! No scattering of advertising bullets into non-profit fields! Every bul- 

“ let hits the Target. Every shot marks up a Profit! 

“ For example: within a fifty-mile radius from the Twin Cities (KSTP) there is CON- 
CENTRATED over half the population of Minnesota—over one million people con- 
trolling the greatest purchasing power—who are reached 19 continuous hours each 

- day by a clear, 10,000 watt signal. Another million or more, on the fringe of this 

t- 50-mile radius, have access to KSTP. But that does not affect the KSTP rate which 

a is based solely on the 50-mile radius area. No bullets scattered here. That's 
CONCENTRATION. 

- Added to this is KSTP's unchallenged "‘listener preference" proved by the most 

ag authentic national survey with 87.8 "firsts" out of each 100 inquiries over all other 

Minnesota stations! Single out the listeners. Then hold them. CONCENTRA- 
TION again! 

™ And so with WEBC, WDAY, KFYR and KSOO—each station is the "sole station" 

Ds in its territory, and each one holds its own attentive audience in its own area in 


- which is CONCENTRATED the largest population and greatest purchasing power. 
Thus, an advertiser purchasing the CONCENTRATED COVERAGE of all five sta- 
tions combined will HIT SQUARELY a SALES TARGET that is nationally known as 
"The Bread and Butter Empire" of America. 


There's the proof. The lesson to the advertiser is obvious. Shoot at the clear 
PROFIT TARGET. Avoid the mirage of "blanket coverage." If you want to SELL 
any one of these five great markets, use the station that concentrates for DIRECT 
HITS. That station will help you reduce your selling costs and increase your profits 
by concentrating your advertising in the rich, highly-populated areas where the 
biggest sales and greatest profits can be made. 


Write, wire or phone us for details, rates, options and available time. 
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SPECIAL DRIVES 
PROVE VALUE TO 
CHICAGO PACKER 


Chicago, Nov. 3.——How a _ well- 
rounded campaign with a distinct 
seasonal appeal increased sales of 
Oscar Mayer German wieners by 250 
per cent in a four-week period, was 
explained to Women’s Advertising 
Club at its meeting Tuesday by R. A. 
Sorensen, vice-president, C. Wendel 
Muench Advertising Agency, which 
handles Oscar Mayer advertising. 

The increase in sales is all the 
more remarkable, Mr. Sorensen as- 
serted, because sales of the company’s 
wieners were 26 per cent ahead of 
those of the nearest competitor in 
the Chicago market before the special 
drive was started. 


Feature Hallowe’en 


The campaign, which ran during 
October, was featured by a tie-up 
with Hallowe’en, dealers giving false- 
faces away free for two weeks pre- 
ceding the holiday with every pur- 
chase of the company’s wieners. 

Promotion behind the campaign in- 
cluded radio broadcasts, direct mail 
to dealers, window streamers, coun- 
ter cards, consumer leaflets which 
were put in packages delivered by 
dealers, and special buttons which 
dealers and clerks wore featuring the 
“aristocrat of frankfurters.” 

Response of the public was imme- 
diate. Sales of the item increased 
80 per cent over normal the first week 
of the drive, jumped to 110 per cent 
the second week, and 250 per cent 
during the last week. 


One of Series 


“IT want to point out,” Mr. Soren- 
sen said, “that this is but one of a 
series of such campaigns that have 
been put on during the past two and 
one-half years on various products 
in different parts of the country. An- 
other of Oscar Mayer’s products, 


PICTURE BEER AS PROFITABLE INVESTMENT 


diate future. 


How the Return of Beer 
Will Affect 


PRIMA 


EFORE prohibition, fifty-seven breweries operated 

in the Chicago area—today there are but seven. 
These facilities combined can supply approximately 
twenty per cent of the demand of thirteen years ago. 
With impending prohibition repeal, the opportunity 
for resourceful enterprise and investment is apparent. 
Of the seven breweries in operation in this area 
today, the success of the Prima Company is outstand- 
The national reputation of the product, well 
established distribution, plus additional plant facili- 
ties, promise even greater potentialities for the imme- 


The sound business management that is operating 
the Prima plant on a profitable basis today sees 


broader opportunities and 
ahead. With a product of unusual merit and a plant 
well manned and equipped and an unassailable finan- 
cial condition, the Prima Company’s position as one 
of the most profitable brewing enterprises of the new 
day is extremely well established. 


PRIMA COMPANY 
“=cece 
CHICAGO 


appreciable earnings 


Prima Co., Chicago, used this 300-line advertisement on the financial 

pages of Chicago newspapers this week to picture the attractive 

position of breweries to those seeking remunerative investments. 
Green, Fulton, Cunningham Co., Chicago, placed the copy. 


their Tavern whole baked hams, 
showed an increase of 750 per cent 
in volume during 1931 as a result of 
this type of drive advertising closely 
tied up with dealer merchandising.” 

Net earnings of the company per 
common share in 1931 were four 
times that of the previous year, Mr. 
Sorensen said. “They did not pass 
or reduce one single dividend and at 
the end of the year credited $250,000 
to surplus. Oscar Mayer & Company 
were quick to adopt this form of 
drive advertising and they have pro- 
fited by it,” he asserted. 


/ 
} 
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more important! N 


Identification 


Plan for Used 


Cars Promoted 


Detroit, Mich., Nov. 3.—A nation- 
wide movement to place a uniform 
identification tag on all used cars 
has been launched here under the 
leadership of Ross Roy, president of 
Ross Roy Service, Inc., publishers of 
the Brownbook, used car appraisal 
authority. 

The thought behind the plan is to 
build up public confidence in used 
cars so that the prospective buyer 
can approach the purchase of a used 
car with greater assurance and ob- 
tain at a glance the specifications, 
features and history of each automo- 
bile he is considering. This uniform 
tag carries a space at the bottom for 
the signature of the dealer, which 
certifies to the accuracy of the state- 
ments made on the card. 

J. Stirling Getchell, Inc., is in 
charge of the promotional campaign. 


Iowa Daily to Have 
New Radio Station 


Register and Tribune, Des Moines, 
Ia., is putting the finishing touches 
to the new station which it is erect- 
ing on the top floor of its building, 
and which will be operated as station 
KSO. It will go on the air Nov. 5. 

William C. Gillespie has been 
named general manager of the sta- 
tion, and Dan Frey is advertising di- 
rector. 


“Atlantic Monthly” 


Has Anniversary 


The November issue of Atlantic 
Monthly, Boston, is the diamond 
jubilee number of that publication, 
which was founded in November, 
1857. 

The issue consists almost entirely 
of leading articles which have ap- 
peared in the publication during its 
75 years of existence. 


Reject New Medium 


The Tulsa, Okla., city commission 
has rejected the offer of two adver- 
tising concerns to erect 5,000 signs 
bearing street names and miscellane- 
ous advertising free of charge in ex- 


-|change for the privilege of obtaining 


revenue from the advertising over a 
ten-year period. 


Gair Moves Offices 


Offices of Robert Gair Co., New 
York, paperboard and paperboard 
products, have been moved to 155 E. 
44th St. 


NATIONALIZED 
RADIO. WORRIES 
CANADA AGENTS 


Association of Ganadian 
Advertisers Meets 


Toronto, Ont., Nov. 3.—The action 
of the Canadian government in its 
nationalization of radio broadcasting 
will raise some of the biggest prob- 
lems to be solved by Canadian adver- 
tisers, J. A. MacLaren, president 
of Campbell-Ewald Co., Ltd., told 200 
advertising men from all parts of the 
Dominion gathered here today for 
the 19th annual meeting of Associa- 
tion of Canadian Advertisers. 


The so-called “spot announcement” 
may be banned from the air and will 
present a problem to the advertiser 
who has been using “spots” effec- 
tively as a section of his complete 
advertising plan, Mr. MacLaren said. 
Another problem is the proposed five 
per cent limit on advertising time. 


“When you consider that five per 
cent of a 15-minute program means 
only 40 seconds for advertising, here 
is a real problem,” he said. “You 
can’t say much to sell goods in 40 
seconds. Consequently, advertising 
agencies must invent means of mak- 
ing the whole program do the sell- 
ing, while keeping the advertising 
within the limit. 


May Increase Effectiveness 


“One possible result of nationaliza- 
tion may be to increase the effective- 
ness of broadcast advertising. When 
our programs are sandwiched in be- 
tween good standard quality sustain- 
ing programs, we may expect bigger 
audiences. Also, when land lines 
may be purchased from the Commis- 
sion, at much lower rates than are 
now levied, it will be possible for 
many more advertisers to issue their 
broadcast advertising on a national 
basis.” 


Voicing a strong protest that met 
with the hearty approval of his lis- 
teners, Mr. MacLaren flayed certain 
current advertising copy. “Some of 
it is remarkable for its vulgarity; 
some for its wretched, persistent reli- 
ance on the fear complex; some for 
carrying exaggeration into the field 
of falsehoods,” he asserted. “Surely, 
the way to sell decent goods is to sell 
them decently, with fair regard for 
competitors and proper consideration 
for the amenities of modern life. 
Advertising does not need shoddy 
servants. It is quality that counts, 
quality of product, quality of the 
printed word, quality of the adver- 
tising presentation.” 


The abandonment of preconceived 
ideas as to what is good copy and the 
scrapping of obsolete advertising is 
the first step to be taken in increas- 
ing the efficiency of advertising, G. 
M. Bertram, Lever Brothers, Ltd., 
told the meeting. 


Urges Testing 


“Changing copy once a year with- 
out testing is no solution,” he con- 
tended. “It is just a habit. We 
should forget about the calendar year 
as far as copy is concerned. Keep on 
running the old copy, however, until 
you know that you have something 
that is better.” 


Pointing out that many advertis- 
ing men still believe they alone are 
the best judges of good copy, he 
claimed that the users of advertising 
and the conductor of tests of its 
worth also have their own judgment 
to aid them and are better off than 
those who depend on judgment alone, 


Presenting the business papers’ 
point of view, L. E. Westman, past 
president of the Canadian Business 
Publishers’ Association, pointed out 
that there are approximately 200 
business publications in Canada, hav- 
ing a combined circulation of 500,000. 


“Trade paper advertising channels 


are the youngest and least under- 


stood by advertising men in Canada,” 
he asserted. 

“With notable exceptions, business 
paper advertising of purely Canadian 
origin is not as good as it shou!d be 
from the standpoint of copy, art- 
work, general planning and proce- 
dure.” 

Talks for Newspapers 


He urged that business paper ad- 
vertisers use the services of qualified 
consultants to direct this copy and 
that agencies create some new 
method, other than commission, of 
selling their services. 

E. G. Smith, president of the Cana- 
dian Daily Newspapers Association 
reported that 2,181,561 copies of 
Canadian dailies are distributed to a 
population of 10,362,833. “The oppor- 
tunity to link up selling messages 
with the daily news offers rare scope 
for advertising talent. We must all 
understand that the publisher has 
only two sources of revenue and any 
material reduction in the volume of 
the major one must affect his basic 
rate. The very nature of the business 
requires a standard which cannot 
well be lowered and, in consequence, 
the unit cost is increased instead of 
decreased. Before advertising rates 
are lowered there must be a much 
larger volume of business offered. 
Conversely, less business may quite 
easily compel higher rates.” 


Present Other Viewpoints 


In presenting the viewpoint of the 
small town weeklies, Lorne Eedy, St. 
Mary’s Journal-Argus, stated that the 
local dealer had become national ad- 
vertising conscious but believed that 
his best work could be done through 
his community newspaper. The local 
dealer is the man who knows the 
trading area and the local problems 
most intimately, he said. 

Claiming that Canadian national 
periodicals in the major group had 
increased their circulation by 100,000 
since Canada levied tariff restric- 
tions on United States periodicals, 
E. R. Milling, president, Canadian 
National Newspapers and Periodicals 
Association, told the group that 
Canadians should be allowed to buy 
American magazines if they wished, 
but that concerted circulation drives 
should not be allowed on the part of 
American publishers. 

In 1922 circulation of the major 
group of Canadian magazines was 
approximately 500,000, he said; in 
1932 it reached 1,700,000. On the 
other hand, the 13 leading American 
magazines have dropped from 1,472,- 
000 to 1,098,000, or 24 per cent, since 
the tariff restrictions have been in 
force. 


Picked as Leader 


The nitrocellulose advertising cam- 
paign of Hercules Powder Co., Wil- 
mington, Del., has been picked as 
one of the fifty outstanding direct 
mail campaigns of the year, and is 
included in the exhibit which is now 
touring the country. 


Watson in New Post 


Arthur Watson, formerly secretary 
to the president of Pacific Coast Ad- 
vertising Association, Vancouver, B. 
C., has joined the advertising depart- 
ment of Benwell, Curran & Atkins, 
Ltd., Vancouver. 


To Advertise Meats 


Stewart, Hanford & Frohman, Inc., 
New York, has been appointed by 
Rochester Packing Co., and Albany 
Packing Co., affiliated packers of 
sausage and meat products. News: 
papers and radio will be used. 


Sales Group Has Home 


The Sales Executive Club of New 
York, Inc., has opened permanent 
clubrooms in suite 331, Hotel Roose- 
velt. Luncheon meetings are held at 
the same address every Thursday. 


Association on Air 


Association of American Soap & 
Glycerin Producers is sponsoring 
broadcasts of temperature reports, in 
the interest of non-freeze mixtures 
for automobiles. 


Portola to Advertise 


Advertising of K. Hovden & Com: 
pany, California packer of Portola 
Sardines, has been placed with 
Hanff-Metzger, Los Angeles. Pacific 
Coast newspapers are being used. 
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DEALERS TAKE 
UP CUDGELS IN 
ASPIRIN WAR 


New York, Oct. 27.—Although 
Squibb and Bayer disavow any 
knowledge of an aspirin war, certain 
retailers have formed their own con- 
clusions after reading current con- 
sumer copy, and, entering the fray 
on their own account, have taken up 
cudgels in defense of Squibb. 

The most complete knowledge of 
the right thing to do, according to 
classical advertising practices, is ex- 
hibited by the Pennsylvania Drug 
Co. important Manhattan chain, 
which installed a striking window 
display making out a bad case for 
Bayer, the aggressor in the copy tilt. 
The center panel of the display 
reads: 

“So much advertising! It becomes 
bewildering. In order to satisfy our- 
selves as to the actual qualities of 
the two leading brands of aspirin 
tablets, we sent a bottle of each 
brand to one of New York’s leading 
analytical chemists. We pass their 
report on to you for what it may be 
worth.” 

Flanking the center panel are 
blowups of the two reports. Com- 
bined, they contain the following in- 
formation: 

“Marking: Squibb, 5 gr., Bayer, 5 
gr. Weight: Squibb, 5.40 gr.; Bayer, 
6.18 gr. Aspirin per tablet: Squibb, 
5.00 gr.; Bayer, 4.93 gr. Free sali- 
cylic acid on aspirin base: Squibb, 
less than % U. S. P. limit; Bayer, 
less than % U. S. P. limit. Inert 
matter per tablet: Squibb, 0.39 er.; 
Bayer, 1.16 gr. Odor: Squibb, none; 
Bayer, none.” 


Quotes Comparative Price 


The big punch in the display is 
two large price cards, quoting 100 
Squibb aspirin tablets at 39 cents 
and an equal quantity of the Bayer 
brand at 74 cents. 

Executives of the chain said the 
display was their own idea, and that 
they were influenced in going to 
such lengths in behalf of their favor- 
ite brand by the desire to refute 
Bayer’s advertising claims, a better 
profit on Squibb’s aspirin and the 
occasion of Squibb week for which 
the company schedules extra tie-in 
promotion. 

The inquiry disclosed also that 
the retailers objected not only to 
current Bayer advertising but to for- 
mer copy, implying, according to 
their own interpretation, that a drug- 
gist recommending any other brand 
of aspirin than Bayer’s was either 
ignorant or dishonest. 

Although Squibb is not offering 
prizes for displays or sales in con- 
nection with Squibb week this year, 
further explanation of this retailer’s 
unusual enterprise is afforded by the 
fact that many Squibb retailers are 
subscribers to the Squibb Plan, 
which enables them to hold small 
blocks of Squibb common stock and 
share in the company’s profits. 

E. R. Coutlee, advertising man- 
ager of E. R. Squibb & Sons, said 
the Pennsylvania Drug window was 
the outstanding case among numer- 
ous recent examples of aggressive 
merchandising of Squibb aspirin by 
dealers, which came as a pleasant 
surprise. 


Credited to Advertising 


“We are crediting this extra sup- 
Port as extra dividends from con- 
sumer advertising, which has always 
Merchandised our goods without 
competitive references while indicat- 
ing clearly that we respect the in- 
telligence of the American druggist,” 
he said. “We have used, and will 
Continue to use, the same type of 
Semi-institutional advertising for as- 
Pirin that we employ for our other 
Products. 

“In view of the fact that no excep- 
tion has been taken to similar copy 
on other goods, we see no reason 
why affront should be taken to our 
aspirin advertising. We don’t think 


there is ever anything to be gained 
in using expensive space to knock a 
competitor’s goods, and the charac. 
ter of our advertising will not be 
changed, regardless of what form 
other aspirin copy may take.” 

A little journey into history indi- 
cates that a misunderstanding has 
something to do with the controver- 
sial tendency of current Bayer ad- 
vertising. 

Until Squibb’s aspirin came on the 
market in March, 1931, the Bayer 
company enjoyed a near-monopoly of 
the aspirin market, acquired partly 
through a tremendous investment in 
advertising. The advertising plan 
revealed two objectives, the first 
being to widen the market for as- 
pirin by encouraging self-medication 


for colds, neuralgia, periodic discom- 
fort and other ills, and the second 
being to sell the Bayer brand. 

Squibb compounds a varied line of 
pharmaceuticals and caters to the 
prescription trade. Consequently, 
any hint of self-medication is rigidly 
excluded from all its advertising and 
the choice of advertising subjects is 
narrowed to institutional themes and 
quality. 


Seek Increased Market 


The fact that the second largest 
advertiser of aspirin does nothing to 
increase the market has doubtlessly 
been viewed with resentment by the 
Bayer company, while Squibb’s con- 
centration on the quality theme, 
though avoiding competitive refer 


ences, has probably been looked 
upon as an invitation to debate. 

The Bayer company defines its cur- 
rent advertising as a neglected edu- 
cational job and says it will be con- 
tinued until the task is completed. 
An executive explained that the at- 
tack is directed chiefly on unbranded 
goods and that a distinction is made 
between other reputable brands in 
the competitive references by using 
qualifying adjectives, such as ordi- 
nary and nondescript. 

Squibb aspirin advertising is di- 
rected by N. W. Ayer & Son. Thomp- 
son-Koch Co., Cincinnati, is in 
charge of publication advertising for 
Bayer, while Blackett-Sample-Hum- 
mert-Gardner, Inc., handles the radio 
end. 


Talks to Publishers 


Arnold Gingrich, vice-president and 
managing editor, Apparel Arts, Chi- 
cago, will speak on the development 
of that publication before the meet- 
ing of Chicago Business Papers As- 
sociation Nov. 14. 


D &C Reorganizes 
A plan for re-organization of Dill 
& Collins Co., Philadelphia, paper 
makers, which will terminate the re- 
ceivership, is well under way, the 
company has announced. 


Two Appoint Ziv 


Advertising of Kemper-Thomas Co., 
Norwood, O., advertising novelties, 
and Pol Products Co., Cincinnati, pol- 
ishing material, has been placed with 
Frederic W. Ziv, Inc., Cincinnati. 
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IN PRINTING 


ERE is a source of inspiration for the 
format of printed advertising pieces. 
Champion Style Book No. 1, which is now 
ready for distribution, shows a group of te- 


ATLANTA, GA. 

The Whitaker Paper Co. 
BALTIMORE, MD. 

The Whitaker Paper Co. 
BINGHAMTON, N. Y. 

Stephens & Co., Inc. 

BOSTON, MASS., Paddock Paper Co. 
BUFFALO, N. Y., Holland Paper Co. 
CHICAGO, ILL. 

Dwight Bros. Paper Co. 

am mg Paper Co. 

Parker, Thomas & Tucker Paper Co, 
CINCINNATI, OHIO 

The Cincinnati Cordage & Paper Co, 

The Standard Paper es. 

The Whitaker Paper Co. 
CLEVELAND, OHIO 

The Millcraft Paper Co. 

The Petrequin Paper Co. 
COLUMBIA, S&S. C. 

Epes-Fitzgerald Paper Co. 
COLUMBUS, OHIO, Scioto Paper Co. 
DALLAS, TEXAS 

E. C. Palmer & Co., Ltd. 
DAYTON, OHIO 

The Cincinnati Cordage & Paper Co, 
DES MOINES, IOWA 

Pratt Paper Co. & 
DETROIT, MICH. 

The Whitaker Paper Co. 

FORT WAYNE, IND. 

Western Paper Co. 
HARRISBURG, PA. 

Johnston, Keffer & Trout 
HARTFORD, CONN. 

The Rourke-Eno Paper Co. 
HOUSTON, TEXAS 

E. C. Palmer & Co., Ltd. 
INDIANAPOLIS, IND. 

Century Paper Co. 

Indiana Paper Co. 

C. P. Lesh Paper Co. 

JACKSON, TENN. 

Martins-Currie Paper Co. 


JACKSONVILLE, FLA. 

Jacksonville Paper Co. 
KANSAS CITY, MO. 

City Paper House 

LINCOLN, NEB. 

Western Newspaper Union 
LOUISVILLE, KY. 

The Rowland Co., Inc. 
MEMPHIS, TENN. 

Tayloe Paper Co., Inc. 
MIAMI, FLA. 

Everglade Paper Co. 
MILWAUKEE, WISC. 

The E. A. Bouer Co. 

Dwight Bros. Paper Co. 
MINNEAPOLIS, MINN. 

General Ly ow Corp. 

Inter-City Paper Co. 
NASHVILLE, TENN. 

Clements Paper Co. 
NEW HAVEN, CONN. 

The Rourke-Eno Paper Co, 
NEW ORLEANS, LA. 

D. & W. Paper Co. 

E. C. Palmer & Co., Ltd. 
NEW YORK, N. Y. 

Blake-Butler Paper Co. 

. Flinn, Inc. 


markably fine applications of the bleed style Harlem Card & Paper Co. 


of printing. 


tising. 


This book is designed to offer helpful layout 
ideas to advertisers, advertising agencies, and 
to printers. The edition is necessarily limited 
to those who are directly concerned with the 
purchase or the production of printed adver- 


Paper merchants selling Champion products, 
will be glad to have your request on your 
business letterhead. 


Your request should be directed to the paper 
merchant in your vicinity, or if your city is not 
listed write to us. 


THE CHAMPION COATED PAPER CO. 
Dept. A., Hamilton, Ohio 


Henry Lindenmeyr & Sons 

Merriam Paper Co. 

A. W. Pohiman Paper Co. 

Sutphin Paper Co. 

Vernon Bros. & Co. 

The Whitaker Paper Co. 
NORFOLK, VA. 

Old Dominion Paper Co. 
OKLAHOMA CITY, OKLA. 

Carpenter Paper Co. of Oklahoma 
OMAHA, NEB., Western Paper Co. 
PHILADELPHIA, PA. 

Garrett-Buchanan Co. 

A. Hartung & Co. 

The Paper House of Pennsylvania 
PITTSBURGH, PA. 

The Whitaker Paper Co. 
PROVIDENCE, R. I. 

Paddock Paper Co. 
QUINCY, ILL., Irwin Paper Co. 
RALEIGH, N. C. 

Epes-Fitzgerald Paper Co. 
RICHMOND, VA. 

Epes-Fitzgerald Paper Co. 
ROCHESTER, N. Y. 

R. M. Myers & Co., Inc. 
ST. LOUIS, MO. 

Shaughnessy-Kniep-Hawe Paper Co, 
ST. PAUL, MINN. 

Inter-City Paper Co. 
SALT LAKE CITY, UTAH 

Western Newspaper Union 
SAN ANTONIO, TEXAS 

San Antonio Paper Co. 
SCRANTON, PA. 

Megargee Bros. 
SIOUX CITY, IOWA 

Western Newspaper Union 
SPRINGFIELD, ILL. 

Capital City Paper Co. 
SPRINGFIELD, MO. 

Springfield Paper Co. 
TAMPA, FLA, 

E. C. Palmer & Co., Ltd. 
TOLEDO, OHIO 

The Millcraft Paper Co. 
TOPEKA, KANS. 

Central Topeka Paper Co. 
TULSA, OKLA. 

Tayloe Paper Co. 
WASHINGTON, D. C. 

The Whitaker Paper Co. 
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SYNDICATE ROTO 
SECTION IS USED 
FOR NEW JELL-0 


(Continued from Page 1) 


and the necessity for familiarizing 
consumers with the color schemes of 
new packages. Jell-O advertising 
has appeared in color almost exclu- 
sively since the product was first na- 
tionally advertised in 1904, and it is 
thought readers would now be con- 
fused without this aid to identifica- 
tion. 

The introduction of the improved 
Jell-O was accomplished with no dis- 
turbance of trade relations by put- 
ting the goods into distribution in 
advance of the advertising. The new 
product in a new package has been 
used to fill orders since Sept. 15, but 
dealers did not learn until two weeks 
ago that the new package contained 
a different Jell-O. 


The new package, designed by Ar- 
thur Allen, New York, is a fresh, or- 
derly and more colorful interpreta- 
tion of the familiar characteristics of 
the carton used since Jell-O’s intro- 
duction. It appears in six color 
schemes, one for each flavor in the 
line. A package feature, a patented 
inner seal for freshness, is merchan- 
dised in consumer copy. 


Greater Demand in Winter 


Fall was picked as the best time to 
make the announcement, as Jell-O is 
in greatest demand during the win- 
ter. At one time it was labelled a 
winter item, consumers having de- 
cided that it was a substitute for 
summer fruits. Year-round advertis- 
ing and the promotion of hot 
weather recipes has increased sum- 
mer sales volume to where there is 
now little difference. 

The new Jell-O is made with water 
at a temperature of 120 degrees, in- 
stead of 212 degrees required to dis- 
solve the old product. The difference 
is merchandised from every angle in 
lengthy copy, of which the following 
display paragraph is topically typi- 
cal: 


Typical Copy 


“Richer pure fruit flavor by the 
mew process....No flavor steams 
away. ... More tenderness... . In- 
stant dissolving ... . no undissolved 
crystals ....no waiting .... you 
put it in the refrigerator right away 

-... and it’s the fastest setting 
gelatine dessert in the world.” 

The difference is dramatized in the 
four-line headline of the first adver- 
tisement, which reads: “Throw away 
your teakettle! Boiling water steals 
flavor—boiling water delays setting! 
The new Jell-O is made without boil- 
ing water.” 

The copy is illustrated with a still 
life of a Je‘l-O dessert posed with the 
six packages. A coupon is good for 
a new Greater Jell-O Recipe Book 
without charge, which “bursts with 
novel ideas for enticing desserts, left- 
over dishes and salads.” 

When the announcement campaign 
is over, it is planned to continue the 
advertising in the same vigorous 
tempo, utilizing human interest ap- 
peals and outstanding art work of 
the kind that proved so successful 
in former campaigns. 

General Foods attributes much of 
the success of Jell-O to ideas contrib- 
uted by leading commercial artists, 
some of whom built the foundations 


GOING STRONG 


FOR TEN YEARS 


This advertisement for Jell-O, which appeared in 1923, without any 
descriptive copy, made so great an impression that requests for 
reproductions are still being received. 


for their own reputations on Jell-O 
commissions. 

One of the first was Rose O’Neill, 
creator of the Kewpie, who developed 
the little girl trademark now more 
than a quarter of a century old. Her 
work for Jell-O depicted chubby, 
round-faced youngsters of the type 
Campbell Soup is still using. She 
also illustrated the Jell-O fairy tale 
books for children during the 10 
years she worked on the account. 


Still-lifes made for Jell-O by Linn 
Ball and Guy Rowe were among the 
first illustrations of this kind to be 
extensively used in appetite appeal 
food copy. Their work was remark- 
able for the realism with which the 
transparency of Jell-O was repro- 
duced with the delicate patterns of 
plates visible through the desserts. 


Angus MacDonall created fairy-tale 
advertisements and a geographical 
series depicting Jell-O in Yosemite, 
Alaska, the sunny South and else- 
where. He struck popular fancy 
with the picture of a fat man racing 
to snatch a Jell-O box from the track 
while a train endeavors to beat him 
to it. The picture told the selling 


.story so well that. no copy was used 


with it. The advertisement appeared 
in 1923, and requests are still being 
received for copies for framing. 


“Who’s Who in Art” 


The complete list of past and pres- 
ent Jell-O artists reads like a ‘““Who’s 
Who in Art.” It includes Maxfield 
Parrish, Coles Phillips, Norman 
Rockwell, Marion Powers, Maud Tou- 
sey Fangel, Norman Price, John 
Newton Howitt, Will Grefe, Herbert 
Morton Stoops and Charles Fox. 
Much of the current art work is done 
by Paul Froelich, who excels in still- 
lifes. 


Rockwell’s best known Jell-O ad- 


wo 


—that more copies 
of the August issue 
of Pictorial Review 


were sold on the news- 
stands than any other issue 
so far this year? 


vertisement is “Helping Grandma,” 
in which a little boy and girl are 
seen helping Grandma prepare the 
dessert. Price’s work on this ac- 
count specialized in scenes of chil- 
dren’s parties. Fox created the “Mary 
Jane in Jell-O Land” adventures, a 
highly successful series in children’s 
magazines. 

C. L. Campbell, associate advertis- 
ing manager of General Foods, is in 
charge of Jell-O advertising. The 
agency is Young & Rubicam, Inc. 


Grocers Dine 
On Advertised 
Food Products 


Chicago, Nov. 3.—Members of 
Thrifty Food Stores, a new voluntary 
chain which has just been formed in 
the Chicago territory, were treated to 
a complete dinner of nationally ad- 
vertised food products’ recently 
through the Home Arts Guild. 

Movies showing the growing of 
bananas and the canning of salmon 
were exhibited, and prizes were pre- 
sented by the various manufacturers 
whose products are demonstrated by 
the Guild. 

Special evening dinners for grocers 
are held weekly by the Home Arts 
Guild, different nights being spon- 
sored by national advertisers whose 
products are demonstrated and fea- 
tured as part of the organization’s 
service. 


Two Accounts for 


Western Frank Office 


Silberling Research Corp., San 
Francisco, financial service, has 
placed its account with the San Fran- 
cisco office of Albert Frank-Guenther 
Law, Inc. Newspapers and maga- 
zines will be used. 

This agency has also been named 
by Steinhardt & Co., newly organized 
firm of stock brokers. 


“College Humor” 
Cuts Rate Again 


Effective with the January issue, 
rates for College Humor, Chicago, 
have been cut from $2.50 per line 
and $1,070 per page to $2.10 per line 


-|and $900 per page. 


In addition, time and space dis- 
counts will be allowed. Annual av- 
erage circulation of 160,000 is guar- 
anteed. 


LORIMER NAMED 
PRESIDENT OF 
CURTIS COMPANY 


(Continued from Page 1) 


part of his time to other activities 
during recent years. He has been a 
director of Curtis Publishing Com- 
pany for many years, and was named 
first vice-president in 1927. 

He is at present a director of Phil- 
adelphia National Bank, a member of 
the President’s Committee on Con- 
servation and Administration of the 
Public Domain, and a member of the 
Banking and Industrial Committee 
of the Third Federal Reserve Dis- 
trict. 

Mr. Lorimer’s grasp of business 
fundamentals is revealed in “Letters 
of a Self-Made Merchant to His Son,” 
a series published in the Saturday 
Evening Post some 25 years ago, 
which was later published in book 
form, and which achieved a large 
sale, 

Start of Success 


The foundation for the tremendous 
success of Cyrus H. K. Curtis in the 
national magazine field was laid in 
December, 1883, with the first ap- 
pearance of the Ladies’ Home Jour- 
nal. Although originally intended as 
a supplement to Tribune and 
Farmer, of which Mr. Curtis was 
part owner, the publication was an 
instantaneous success in its own 
right, achieving a circulation of 25,- 
000 in its first year. 

When the Tribune and Farmer 
partnership was dissolved, Mr. Cur- 
tis kept Ladies’ Home Journal and 
immediately started it on its rise to 
unprecedented circulation heights. 
Working with F. Wayland Ayer and 
N. W. Ayer & Son, who contributed 
much financial help during the early 
years, the group subscription plan 
was developed and circulation raised 
to 50,000 in the second year. 

After achieving 400,000, mainly on 
the group basis, Mr. Curtis felt that 
the publication might be growing too 
rapidly and discontinued the group 
offers; yet the circulation leaped to 
700,000. He then raised the price to 
$1 a year in 1889, spent $310,000 on 
advertising during the winter, and 
got 488,000 subscribers at the new 
figure. 

In October of that year Edward 
W. Bok was appointed editor, a post 
which he held for 30 years, until his 
retirement in 1919. 


In Newspaper Field 


The last of the Curtis magazine 
trinity was acquired in 1911, when 
Mr. Curtis bought The Country Gen- 
tlemen because he felt his organiza- 
tion could handle one more publica- 
tion with economy. 

His excursions into the newspaper 
publishing field began with the ac- 
quisition of Philadelphia Public 
Ledger in 1918, and the start of an 
evening edition the following year. 
The Evening Telegraph was pur- 
chased in 1918, and the organization 
for the present Curtis-Martin news- 
papers was laid when John C. Mar- 
tin, son-in-law of Mr. Curtis was 
placed in charge of the business de- 
partment of this publication. 

Philadelphia Press and New York 
Evening Post were acquired later. 


Broun Gives Impressions 


of Radio Advertising 


Heywood Broun, nationally known 
columnist, said radio broadcasting 
has been raised to its present high 
level by its commercial aspect, in an 
address before Cleveland Advertising 
Club Tuesday. 

Care must be taken to keep radio 
from becoming monotonous, he 
warned, principally by the use of less 
direct selling and more interesting 
approaches. 


Shaw Joins N. B. C. 


Donald Shaw, formerly with Ly- 
man, Irish & Co., New York agency, 
has joined the sales staff of National 
Broadcasting Co., New York. 


Women in 
Advertising 


» Fy’ 
Ruth Y. Lichtenberg 


Detroit, Mich., Nov. 3.—She was 
christened Ruth Y. Lichtenberg, but 
the radio audiences of WWJ know 
her as Sally Woodward, and her 
friends call her Miss Walter Winch- 
ell. 

After seven years in charge of di- 
rect mail and special promotion for 
Crowley-Milner & Co., Miss Lichten- 
berg, who is vice-president of the 
Women’s Advertising Club of Detroit, 
joined the staff of the radio station 
in August to broadcast an air-column 
of society and women’s club gossip. 
So great is her fan-mail that every- 
one wants to know why the idea 
wasn’t thought of before. 

Before leaving Crowley-Milner’s, 
Miss Lichtenberg launched the store’s 
initial radio effort, a dramatic serial, 
“The Widow Brown.” She wrote the 
advertising continuity and announced 
it herself. 


Does Many Things 


For “extra-curricular” activity, she 
teaches Business English at the Y. 
W. C. A., directs the publicity efforts 
of the “Get Out and Vote Club,” 
drives a sport model roadster with 
the top down, plays golf and works 
jigsaw puzzles. 

Her queerest idiosyncracies, she 
herself says, are her antipathies. Al 
though her first pay envelope came 
from a diamond merchant, she sel- 
dom wears jewelry. Although she 
later became assistant credit manager 
of a department store, she thinks it 
a shame that people have to pay 
their bills. Now that she talks into 
a microphone she refuses to listen to 
the radio. 

Her friends say she has good back- 
ground for her “mike” chatter about 
clubs and parties, because until her 
election to the vice-presidency, she 
was hostess and program chairman 
for the Women’s Advertising Club. 


Bette Is Commander 
of Advertising Post 


Sidney Bette has been elected com- 
mander of Advertising Post No. 209, 
New York. Other officers: 

Irwin Lynch, adjutant; Jack Brent, 
treasurer; Arthur Hirsch, sergeant 
at-arms; Frederick Brown, Charles 
E. Murphy and Harry Schoon, vice 
commanders. 


Publish Wynn Yarns 


Demand for the slightly cock-eyed 
tales spun by Ed Wynn on the weekly 
Texaco broadcast over NBC has beeD 
so keen that the Uproar Co., Boston, 
is offering a bound volume of te2 
for $1.00. 


Named A. F. A. Governor 


Harry Simpson, United Electri¢ 
Light and Power Co., Davenport, Ia., 
has been named governor of Sixth 
District, Advertising Federation of 
America, succeeding Joseph Start, 
Madison, Wis., resigned. 


A. N. A. in New Home 


The Association of National Adver- 
tisers, Inc., has occupied new offices 
in the McGraw-Hill Bldg., 330 West 
42d St., New York. 
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Is I. A. C. Secretary 


Bart Leiper, Pilot Life Insurance 
Co., has been named secretary-treas- 
urer of the life group of Insurance 
Advertising Conference, succeeding 
Frank J. Price, Jr., Prudential In- 
surance Co., Newark, N. J., resigned. 


Jersey Statute Upheld 


An application for a _ restraint 
against Jersey City, N. J., and its 
officia's to prevent interference with 
the distribution of circulars, brought 
py Peck Distributing Co., New York, 
has been denied. 


Elect Bloodgood 


F. R. Bloodgood, Whitewater Free 
Press, was elected president of the 
southeastern group of Wisconsin 
Press Association at the semi-annual 
meeting. Mrs. Mary Mayhew, Clin- 
ton Times Observor, was named vice- 
president, and Fred L. Hood, South 
Milwaukee, secretary. 


Avpverrisinc is an 
investment—but you 
need not sit and 
wait for returns. 
Hook it up to the 
store or window— 
and watch dividends 
come in! 


EINSON-FREEMAN CO, !S¢ 
LITHOGRAPHERS 


Specializing 
ve WINGO ced 


store display 
adverpising 


NEW YORK... Starr & Borden Aoes., Long Island Cily 
. DS See Wrigley Building 
BOSTON, MASS........ 302 Park Square Building 


Advertising * Anything 


OS Cat Hhetline >. 


Advertising Agency 
Worcester, Mass. 


Anytime e 


Anywhere 


BEST BY COMPARISON 
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PHOTOSTAT 
COPIES} 


== LET US SERVE YOU a= 


_33 W.ADAMS ST. CHICAGO ] 


29 QUINCYST. 
CHICAGO, ILL. 
HARRISON 3200 
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A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK «+ 310 East 45th St. 
CHICAGO . 210 So. Desplaine St. 


and 34 other cities 


TIOLENE DRIVE 
HITS ZENITH AS 
MERCURY DROPS 


Chicago, Nov. 3.—Pure Oil Com- 
pany’s campaign for its new cold- 
proof Tiolene motor oil reached its 
climax this week as hundreds of 
filling stations signalized the arrival 
of Jack Frost by especially identify- 
ing themselves as Pure Oil outlets. 

The new Tiolene had already been 
introduced in newspaper copy in a 
large part of the territory covered 
by Pure Oil, but the marketing stra- 
tegy provided for aggressive point- 
of-sale advertising by filling stations 
at the exact moment the motorist 
was rudely awakened to the fact that 
cold weather had actually arrived 
and something needed to be done 
about it. 

With the first bite of raw weather, 
local outlets displayed flashy 36x72- 
inch banners provided by the com- 
pany. They also began passing out 
a 16-page booklet, “How to Prepare 
Your Car for Carefree Winter Driv- 
ing,” and a simpler card carrying six 
cold-weather starting suggestions. 
Many are using a direct mail cam- 
paign made available by Pure Oil, 
four-color Government post cards be- 
ing utilized as a follow-up for a more 
elaborate mail campaign used during 
the summer. 

By using a chart indicating the 
time when the first frost usually 
makes its appearance in each state, 
Freitag Advertising Agency was able 
to schedule newspaper copy to attain 
greatest effectiveness. Twenty-four 
sheet posters were scheduled in 
somewhat the same fashion. 


Sell All Products 


While the page-dominating news- 
paper copy featured the improved 
Tiolene, it devoted some space to 
selling three of the Pure Oil winter 
products in a single package. Mo- 
torists were told “You need all three 
for carefree winter driving,’ the 
trio being identified as quick-starting 
gasoline (Puro!-Pep or Purol-Ethyl), 
free-flowing motor oil (cold-proof 
Tiolene or Purol) and cold-resisting 
gear lubricants (Pure Oil winter 
grades). 

The newspaper copy also coined a 
new word, “pumpability,” to give the 
motorist a quick picture of the vir- 
tues of the new Tiolene. The pres- 
tige already won by Tiolene under 
severe motor heat was held with the 
slogan. “A heat-resisting oil that is 
cold-resisting too.” A secondary 
catch-line, “Free-Flowing in January 
as in June,’ emphasized the new 
cold-proof quality of the oil. 


Old Gold Aims to 
Stimulate Trade 


P. Lorillard Co., makers of Old 
Gold cigarettes, have announced to 
jobbers that during November and 
December they may distribute one 
ten-cent tin of Union Leader Redi 
Cut smoking tobacco with each 400 
Old Golds packed in twenties sold 
by them to retailers. 

The company will reimburse job- 
bers for the free tins at their gross 
cost. 


“New York Times” 
Increases Discount 


Effective Nov. 1, New York Times 
is allowing a flat discount of 15 per 
cent to advertising agencies, in place 
of the former discounts of 10 and 
five per cent. 

Additional discounts on annual 
contracts for national advertising, as 
announced in the Oct. 29 issue of 
ADVERTISING AGE, apply also to local 
display advertising. 


“Keystone Mirror,” 
Weekly, Is Started 


First issue of Keystone Mirror, 
weekly for the Pennsylvania anthra- 
cite regions, will be published at Ha- 
zleton Nov. 18. Alex S. Hopler is 
managing editor and Edward Zwie- 
bel, city editor. 

Glenn H. Cox, formerly with E. A. 
Clark Co., Philadelphia, is national 
advertising manager. 


Egbert Spencer Killed 
by Fall from Horse 


Egbert Hughes Spencer, a member 
of the firm of Small, Spencer & Lev- 
ings, Chicago, newspaper representa- 
tives, died Oct. 27 as the direct re- 
sult of injuries suffered when he fell 
from his horse ten days before. He 
was 42 years old. 

He was unaware of serious injury 
at the time of his fall, and did not 
inform his family of the mishap for 
fear of worrying them. 


CKOK Has “Pre-Hearing” 


Following the lead of motion pic- 
ture producers, CKOK, Detroit, re- 
cently held a “pre-hearing” for the 
benefit of radio editors, at which a 
new program to be sponsored by 
Purity Bakeries was heard for the 
first time. 


Ties in with School 
In conjunction with Chicago Tri- 
bune cooking schools, which are be- 
ing presented in Chicago, R. Cooper, 
Jr., local Hotpoint range distributor, 
is demonstrating electric cooking to 
60,000 women. 


G. F. Shows Profit 


The report of General Foods Cor- 
poration for the first nine months of 
1932 shows net profits of $10,339,147, 
compared with net profits for the 
same period of the previous year of 
$14,407,803. 


JOINS AGENCY 


Frank A. Arnold 


New York, Nov. 3.—Frank A. Ar- 
nold, director of development of Na- 
tional Broadcasting Company since 
its organization in 1926, has resigned 
that post to become vice-president of 
Albert Frank-Guenther Law, Inc., in 
executive charge of all broadcasting 
activities. 


Mr. Arnold is one of the pioneers 


of broadcast advertising, and is the 
author of “Broadcast Advertising, 
the Fourth Dimension.” He enjoys 
the distinction of being the first col- 
lege lecturer in the United States to 
deliver a regular two-credit course on 
broadcast advertising. 

Prior to joining National Broad- 
casting Company, Mr. Arnold was for 
ten years connected with Frank Sea- 
man Advertising Agency as an officer 
and director. During this period he 
was chairman of the export commit- 
tee of American Association of Adver- 
tising Agencies, and was also a mem- 
ber of the radio committee of the 
Four A’s. 


Stages Parades 


Frequent parades of H-O ranchers 
in various parts of Buffalo and sub- 
urbs are being used to tie in with 
the current radio campaign of 
Hecker-H-O Co., Buffalo. 


Roberts’ New Address 


H. Armstrong Roberts, Philadel- 
phia photographer, has moved his 
New York office to 545 Fifth Ave. 
Fred Lewis is in charge. 


Coast Construction Up 


More than $800,000,000 of con- 
struction is planned for immediate 
maturity in the 11 far western 
states, Bank of America, San Fran- 


cisco, estimates. 


fore, must 
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Never Before Was News 
So Interesting--or So Significant! 


Things are happening these days in the 
advertising field! 


Never before have so many important 
events, affecting all advertising interests, taken 
place, and never before has the service of 
ADVERTISING AGE in reporting them been 
so valuable. 


Reader interest, based on the unique and 
exclusive service of information supplied by 
ADVERTISING AGE, is genuine, spontane- 
ous, unforced. The reader wants the news—and 
he has learned that the only place he can count 
on getting it is in the columns of ADVERTIS- 
ING AGE. 


This means new promotional values for 
publishers and others with a message for the 
national advertising field—a new opportunity 
for quick, effective contact with the men who 
make the decisions, and who, today as never be- 


keep informed! 


ADVERTISING AGE was built for 
them, and for all advertising men alert to the 
significance of the dramatic happenings re- 
corded in each issue of the National Newspaper . 
of Advertising. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 S. Dearborn St. 


Pat Pin: aie 


Graybar Bldg. 
New York 
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HUGE CAMPAIGN 
STRESSES STYLE 
IN OVERSHOES 


New York, Nov. 3.—Rounding out 
the first campaign on Gaytees, 
women’s outershoes, the United 
States Rubber Company gained the 
distinction of being the only national 
advertiser of footwear in the outdoor 
medium this week, releasing 400 24- 
sheet posters through Campbell- 
Ewald Company. : 

The posters are described by the 
advertiser as “point-of-use advertis- 
ing.” Locations in retail shopping 
areas where feminine pedestrians 
abound have been selected. 

The outdoor advertising comprises 
one phase of the latgest campaign 
ever put behind one style of over- 
shoe. If as successful as forecasts 
indicate, the campaign will justify 
the style promotion of a product 
which long usage decreed immune to 
style influences. 

In addition to the posters, full- 
color pages and black and white frac- 
tional pages are running in Cosmo- 
politan, Good Housekeeping, The Sat- 
urday Evening Post, Vogue and Wom- 
an’s Home Companion, and a series 
of 10 black and white advertisements 
are scheduled for 34 college publica- 
tions. Advertising began last month 
and will continue through January. 


Not a New Idea 


The thought on the part of manu- 
facturers that women’s overshoes 
should be brought under fashion’s 
sway is several years old. The idea 
was first expressed with stream line 
models in becoming colors, which be- 
came more and more trim and 
shapely with refinements in design 
and the substitution of snaps and 
slide fasteners for the post-war flap- 
per’s jingling buckles. 

It was realized that the ultimate in 
style appeal would involve produc- 
tion of a model with an elastic upper 
making fasteners of any sort unnec- 
essary. There was universal hesi- 
tancy in bringing out such a model, 
however, for fear it would be judged 
impractical. 

The United States Rubber Co. 
broke the ice with Gaytees. They 
were ready for the market in the 
spring of 1931, but the company pro- 
ceeded cautiously with merchandis- 
ing plans. 

To begin with, the wearer of Gay- 
tees had to learn a new technique of 
putting on an outer shoe. Fastener 
styles are held on the sides, a habit 
the Gaytees’ user must break, as they 
are held fore and aft and the trick is 
concluded by stretching them 
slightly. The technique acquired, 
they slip on and off easily, and there 
are no fasteners to bother with. 

The advertising was he'd up for a 
year while retailers were given a 
chance to get acquainted with the 
product and their salesmen had an 
opportunity to practice putting them 
on. To help in the training, the com- 
pany distributed a picture book to 
salesmen, telling with human inter- 
est illustrations how the ideal shoe 
clerk sells one pair of shoes and two 
pairs of Gaytees to the ideal cus- 
tomer. 

Clerks Educated 


A study of the booklet reveals that 
deception might have been practiced 
on the salesmen for their own good. 
It promises to teach them four of the 


THE PROPER WAY TO PUT ON GAYTEES 


This illustration in dealer copy on Gaytees emphasizes style promo- 
tion and reminds retailers of the easy method of putting on this 
type of footwear. 


many methods of putting on Gaytees, 
but critical inspection of the illustra- 
tions discloses that the difference lies 
chiefly in the direction from which 
the salesman approaches the cus- 
tomer. However, the educational 
value of the course is apparent, as 
the many pictures of the properly 
held Gaytees tend to fix the fore-and- 
aft business firmly in the reader’s 
mind. 

With this educational task out of 
the way, the advertising turns to an- 
other, the fashion lesson. To give 
the instruction the weight of author- 
ity, a faculty was formed of Parisian 
style experts, whose exclamations 
when first beholding the product, am- 
plified by the advertiser and accom- 
panied by characteristic fashion il- 
lustrations, furnish the material for 
publication copy. 

The college publication advertising 
dwells heavily on the newness of the 
Gaytees fashion. The subject is han- 
dled in informal, semi-humorous 
manner, with brief handwritten text 
and four or five sketches. Copy bids 
for the interest of this class of read- 
ers by linking the product with cam- 
pus pleasures. 

The fashion note is brought out in 
the posters with artwork consisting 
of the head and hand of a girl hold- 
ing a Brobdignagian Gaytee. The 
written message consists only of the 
campaign’s slogan, “No Snaps, No 
Buckles, No Fasteners, Gaytees.” 


Miss Marphy in Detroit 

Mary M. Murphy has resigned from 
the merchandising staff of Hearst 
newspapers, New York, to become 
publicity director of the Ernst Kern 
Co., Detroit. 


Joins Gale & Pietsch 


Louis Paul Graham, formerly with 
N. W. Ayer & Son, George Batten 
Co., and George L. Dyer Co., has 
joined Gale & Pietsch, Chicago, as 
director of the agricultural division. 


—that the September 
issue of Pictorial Re- 
view showed an in- 


crease on the newstands 
over August—the largest 
sale this year? 


NEW BROADCAST 
SYSTEM TRIED 
OUT IN STORES 


New York, Nov. 3.—A new me- 
dium, Shoppers’ Broadcast, which 
combines characteristic features of 
radio and point-of-purchase advertis- 
ing, was given its first trial in a New 
York suburb this week. It was orig- 
inated and is being developed by the 
Cramer-Krasselt Co., Milwaukee 
agency with branches in _ several 
leading cities. 

The medium is described as an 
electrical transcription reproduced 
within the limits of a retail store. 
The broadcasting equipment is lo- 
cated apart from the selling sections 
of the store, and one or more loud 
speakers are used to make the pro- 
grams audible to shoppers through- 
out the premises. The apparatus, 
manufactured by the Western Elec- 
tric Co., is said to embody new dis- 
coveries in sound transmission. 

Once installed, the equipment re- 
quires no servicing other than the 
changing of the record once a week. 
The machine is automatically con- 
trolled by a clock mechanism, which 
plays the hour-long record once a 
day during the peak shopping period, 
or as many times as desired. 


To Try Chain Stores 


It is planned to make the first in- 
stallations in drug and_ grocery 
chains, where circulation figures are 
obtainable and where merchandising 
efforts can be coordinated on a large 
scale. Later developments may in- 
clude apparatus for filling stations 
and retail departments which will 
deliver a two or three minute sales 
talk when the salesperson presses a 
button. 

The promoters say it is feasible 
to promote 15 products on an hour 
program and that the entertainment 
content need not constitute more 
than 50 per cent of the time. They 
do not recommend shoppers’ broad- 
casting as an exclusive medium, 
holding it is suitable only for re- 
minder advertising. 


Jacobs Agency Moves 


Charles Jacobs Advertising Agency, 
San Francisco, has moved from Mo- 


nadnock Bldg. to 830 Market St. 


Variety Chains 
Invade Higher 
Price Markets 


Washington, D. C., Nov. 3.—Con- 
tinued inroads on the market for 
higher-priced merchandise by chain 
variety stores is noted by the Depart- 
ment of Commerce in a statement is- 
sued this week, which points out that 
while the primary attraction of these 
chains is supposed to be low, fixed- 
limit prices, almost every important 
chain has steadily increased its price 
limit. 

An entirely new field of merchan- 
dising is opened up to these stores by 
reason of raised maximum price 
levels, the department believes, put- 
ting them in direct competition with 
department stores and some general 
merchandise stores. 

The trend toward higher prices in 
chains of this type is especially im- 
portant since chains do approxi- 
mately 90 per cent of all variety store 
business, it is said. 


Irving Fellner 
Of ‘‘Management 
Methods’’ Dies 


New York, Nov. 2.—Irving Fellner, 
eastern manager of Management 
Methods, McGraw-Hi!l publication, 
died Oct. 30 at his home in Chappa- 
qua, N. Y., from a bullet wound which 
he accidentally inflicted upon him- 
self while cleaning a pistol. 

Mr. Fellner was widely known in 
the business publication field, and in 
advertising ‘and engineering circles. 
He joined the McGraw-Hill organiza- 
tion twelve years ago, serving suc- 
cessively as sales manager of Chem- 
ical and Metallurgical Engineering 
and Power before becoming associ- 
ated with Management Methods. 

During the war he served as an 
infantry officer with the 30th divi- 
sion. 

Mr. Feliner, who was 44, is sur- 
vived by his widow and five children. 


Chicago Advertising 
Men Plan Benefit 


Advertising Council of Chicago As- 
sociation of Commerce will again 
stage its annual Christmas benefit 
this year in behalf of the Off-the- 
Street Club, official advertising char- 
ity of Chicago. The benefit will be 
held Dec. 22 at the Hotel Sherman. 

James T. Aubrey, president of 
Aubrey & Moore, Inc., is chairman of 
arrangements, and C. C. Younggreen, 
vice-president, McJunkin Advertising 
Co., is vice-chairman. Other mem- 
bers of the committee are H. K. 
Clark, Harlan Ware, Burr L. Rob- 
bins, R. G. Marshall, H. R. Van Gun- 
ten and E. E. Brugh. 


Madison Club 
Elects New Officers 


Margaret Cole, advertising mana- 
ger, Simpson Garment Co., has been 
elected secretary of Madison, Wis., 
Advertising Club, succeeding Lelah 
Horning. 

William Bartels, advertising man- 
ager, Wisconsin Power & Light Co., 
has been elected vice-president of the 
club, succeeding Arthur Worth, Wis- 
consin Engraving Co. Both va- 
cancies were caused by a change in 
residence. 


Chilton Combines 
Automotive Papers 


Effective with the December, 1932, 
issue, Motor World Wholesale and 
Automobile Trade Journal, publica- 
tions of Chilton Class Journal Co., 
Philadelphia, will be combined. 
Present rates on the latter paper 
will apply. 

Effective with January, 1933, is- 
sues, agency commissions of 15 per 
cent will be paid by the company’s 
publications. 


Dorland’s New Business 


Dorland International, Inc., New 
York, has been appointed by the Hole- 
proof Hosiery Co., New York, to place 
campaigns in Latin-American coun- 
tries, and by McCoy Laboratories, 
Inc., to direct advertising in the Far 


East. 


ENGLISH SYSTEM 
IS DESCRIBED BY 
LONDON EXPERT 


Chicago, Nov. 3.—Chicago agency 
men, advertisers and publishers have 
learned much of “how it is done in 
England” from William Hinks, of the 
London office of J. Walter Thomp 
son Co., who has just completed a 
fortnight’s visit in Chicago, after two 
weeks in the New York office, where 
he studied American advertising 
methods. 

Commenting on the A. B. C. meet- 
ing which he attended here, Mr. 
Hinks revealed that the A. B. C. in 
Britain has not reached maximum 
usefulness because it has not yet 
been able to win over all of the pow- 
erful publishing interests. Agencies 
and advertisers are still forced to 
undertake private investigations to 
determine the potency of many pa- 
pers, he explained. 

Despite their opposition to the A. 
B. C. and what they regard as its 
unfortunate habit of intruding into 
their private affairs, many publishers 
have relented to the point where they 
are willing to give advertisers a 
statement of their circulations. For- 
merly, they answered interrogations 
on this score by saying there was 
no doubt of their influence in their 
respective markets. 


Have Many Contests 


Considerable space has been 
bought in England without any more 
authoritative proof of coverage than 
this. 

Some progress has also been made, 
Mr. Hinks reported, in ironing out 
the question of “competitions.” News- 
papers have been great believers in 
stimulating circulations with con- 
tests. They offer as high as $25,000 
to those forecasting more accurately 
results of football games to be played 
the following Saturday. 

In the past, the number of guesses 
which might be entered by any one 
person was limited only by the num- 
ber of papers each was willing to 
buy for the sake of the coupon 
printed in each. A recent tendency 
to limit “readers” to one guess each 
has depressed “circulation” while en- 
couraging advertisers to believe that 
buyers are also readers. 

Newspapers have also run strongly 
to accident insurance policies, avail- 
able to anyone who will pledge him- 
self to read any given paper for a 
certain period. So eager are news- 
papers to pay policyholders and reap 
the subsequent benefits that what 
Mr. Hinks describes as a _ rather 
“ghoulish” tendency is manifest in 
the news columns. 

A paper describing a_ railroad 
wreck is likely to ignore the event 
which led to the sudden maturity of 
the insurance policy and inform the 
public in its main head: “Daily Bugle 
Pays 5,000 Pounds for Lost Leg!” 


Studied Radio 


The alert Britisher made a special 
study of radio during his visit, be 
lieving that a change of policy will 
be made in 1936, when the franchise 
of the British Broadcasting Corpora: 
tion expires. This may mean that 
Britain will emulate the American 
broadcasting plan at that time. In 
the meanwhile, the enterprising ad- 
vertiser may reach England, or parts 
of it, by transmitting his messages 
through French or Irish stations. 

Automotive manufacturers who 
think they are severely taxed might 
gain a new viewpoint by visiting 
England, Mr. Hinks suggests. A 
horse-power tax running as high as 
$130 for 26 h. p. has all but put 
manufacturers of the more expensive 
cars out of business. 

American advertising agencies 40 
ing business in England are some 
what handicapped by the standard 
commission of 10 per cent prevail 
ing there. Those which insist on 15 
must collect the remainder from the 
advertiser’s net, although the differ- 
ential is somewhat reduced by 4 
year-end discount paid by some Ppa 
pers for a certain volume. 
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ATTRACTS ATTENTION 


This new bottle for Carter's Ink, de- 

veloped in co-operation with J. 

Walter Thompson Co., has won 
much favorable comment. 


Taylor Joins CKOK 


W. H. Taylor, formerly vice-presi- 
dent of Campbell-Ewald Company, 
Detroit, has joined CKOK, Detroit, 
as special representative of Columbia 
Broadcasting System. 


~ The largest 


photo-engrav. 
|} ing organization 
in chicago...... 

makers of 
|| fine printing 
|| plates in black 
or colors...... 


NGRAVING CO 
817 W.WASHINGT 
PHONE MONROE 7080 


How House to House 
Advertising 


- * Sold 
Hamburgers 


You’ve seen those “White Castle” 
Eating Houses. 


Quite an idea—and a wonderfully 
alert organization too. When 
“White Castle” wanted to boost the 
sale of Hamburgers they “ltit” on 
a novel plan. It’s but one of the 
many ways in which House-to- 
House Advertising can be used. 


We'll be glad to tell you about the 
idea—and how this form of adver- 
tising can be applied to promote 
the sale of your product or service. 


Big 4 
Advertising Carriers 
18 East 8th St. Chicago 


THE DES MOINES 
REGISTER and TRIBUNE 


230,221 Daily A.B.C. 208,243 Sunday 


@ Today Iowa is a top-notch oil 
burner market. One manufac- 
turer ‘“‘turn on the heat” and 
as a result has sold forty-three 
percent of all the oil burners 
in use in Iowa. 


Sizeable space, consistently 
used in The Register and 
Tribune has contributed to 
this sales record and is helping 
make Iowa this manufactu- 
rers’ best territory. 


SUNKIST MAKES 
BOLDER BID FOR 
PUBLIC'S FAVOR 


Los Angeles, Cal., Nov. 3.—Feeling 
that the task of acquainting the 
American public with the merits of 
California citrus fruits has been 
fairly well accomplished, and that 
future competition will come more 
and more from other products, such 
as tomato juice and the host of other 
health drinks which have invaded 
the market, the 1933 campaign of 
California Fruit Growers’ Exchange 
will be more aggressive and less edu- 
cational than those of former years. 

The Sunkist budget for the next 
twelve months, totalling approxi- 
mately $1,350,000, will be divided as 
follows, according to W. B. Geissin- 
ger, advertising manager of the 
Exchange: $875,000 will go for Sun- 
kist and Red Ball orange advertis- 
ing; $400,000 into Sunkist lemon 
copy; and $75,000 will be spent for 
grapefruit. 

Two separate campaigns on 
oranges, one for Navels and the 
other for Valencias, will be used, 
featuring the strongest selling points 
of each variety. 

While orange and lemon advertis- 
ing will be national in scope as al- 
ways, the appropriation for grape- 
fruit is going into the 11 western 
states only, with special emphasis on 
the larger centers of population. 
Three pages in color in Sunday pa- 
pers in Seattle, San Francisco and 
Los Angeles, as well as posters and 
car cards throughout the area, are 
scheduled. 


Use Many Mediums 


All of the mediums previously used 
for Sunkist oranges and lemons, such 
as outdoor, street car cards, maga- 
zines and newspapers, will again be 
used, with the addition of full pages 
in color in metropolitan Sunday 
newspapers. Sunkist lemon advertis- 
ing will appear in all mediums used 
for oranges. 

Illuminated painted displays in 
metropolitan centers during the en- 
tire year will be divided among 
Navals, Valencias and lemons, while 
a four-month poster showing, two 
months half-showing on Navels and 
two months quarter-showing on Va- 
lencias, is also scheduled. 

The dealer service department of 
the organization, which has played 
an important part in past campaigns, 
is extending its scope to include the 
use of films, which will be shown 
to jobbers, salesmen, store managers, 
buyers, and operators of restaurants. 
Educational work with schools, physi- 
cians, dentists, and dietitians will be 
continued, using direct mail and mo- 
tion pictures. 


13.8% of Housewives 
Gainfully Employed 


Of the 28,405,294 families in the 
United States in 1930 reported as 
having “homemakers,” the house- 
wives in 3,923,516 are gainfully em- 
ployed, the Department of Commerce 
has announced. This is 13.8 per cent 
of the total. 

Of those employed, 19.6 per cent 
worked at home, and 80.4 per cent 
away from home. 


Philadelphia Women 
Hold Reception 


New members of Philadelphia Club 
of Advertising Women—52 of them— 
were guests of honor at a dinner 
given by the club Oct. 27 at the Poor 
Richard Club. 

Each member was introduced and 
presented with a corsage by the pres- 
ident, Mrs. Pauline B. Peters. 


Editors Visit Omaha 


Over 250 Nebraska editors and 
their wives visited Omaha Oct. 27-29, 
where they were entertained by 
various business groups of the city. 


Le Quatte Is Speaker 


H. B. Le Quatte, president, Church- 
ill-Hall, Ine., New York, was the 
speaker before School of Journalism, 
Columbia University, Nov. 1 


IS GOVERNOR 


Donald W. Davis, advertising man- 

ager, Springfield Newspapers, Inc., 

Springfield, Mass., who was elected 

governor of First District, A. F. A., 
at its recent meeting. 


SHELDON URGES 
PACKAGE TESTS 


Chicago, Nov. 3.—Testing of copy, 
which has come into vogue with a 
rush of late, is to find its counter- 
part in testing of new products and 
packages, if the recommendation of 
designers like Roy Sheldon are fol- 
lowed. 

Mr. Sheldon, vice-president of In- 
dustrial Design, Inc., New York, who 
spoke before the Chicago Advertising 
Council today, recommended that 
before changed designs, either of 
products or packages, are put into 
production, they be tested out in 
enough stores to get an accurate con- 
sumer reaction. 

He went so far as to suggest that 
where two package designs seem to 
be of practically equal value, the 
test package carry both, using op- 
posite sides. This has been done 
successfully by a _ well-known oil 
company, he said. 

Changes in packages, which are 
usually made with the idea of in- 
creasing sales, Mr. Sheldon said, can 
usually be justified on the ground 
of economy. Some handsome savings 
are being recorded by many manu- 
facturers, who have found that pack- 
ages can be simplified to such an 
extent that the cost is substantially 
reduced, while retaining or increas- 
ing the sales value of the container. 


“Star & Times” Bond 
Issue Is Retired 


Retirement and cancellation of all 
outstanding first mortgage gold bonds 
maturing Jan. 1, 1933, against Star 
Chronicle Publishing Co., St. Louis, 
publisher of Star & Times, has been 
announced. 

The bonds were issued almost ten 
years ago, the original issue being 
for $750,000. 


French to Hoyt 


Advertising of Fred F. French 
Management Co., New York, includ- 
ing Tudor City and other properties, 
has been placed with Charles W. 
Hoyt Co., New York. 


Davis Rejoins Daily 
C. O. Davis, for nine years man- 
ager of display promotion for Los 
Angeles Examiner, has rejoined that 
publication after an absence of two 
and one-half years. 


Set “Davenport Day” 


“Davenport Day,” which is being 
organized by Davenport, Ia., Adver- 
tising Club, will be held Nov. 12, 
when 125 local merchants will offer 
special attractions to shoppers. 


Form Poultry Bureau 


Poultry Advertisers Bureau, Sioux 
City, Ia., has been formed with P. H. 
Verstegen, president; E. N. Sundberg, 
vice-president; Norman E. Anderson, 
secretary, and D. W. Verstegen, treas- 
urer. 


TREND BACK T0 
FARMS IS SEEN 


Washington, D. C., Nov. 2.—If the 
movement of population back to the 
farms which has been taking place 
during the past two years continues 
until the end of this year, it will not 
only offset the entire decrease in 
farm population during the decade 
from 1920 to 1930, but it will bring 
the farm population total close to the 
peak level of 1910, the Department of 
Agriculture announced yesterday. 

A net increase in farm population 
during the first three months of 1932 
of 263,000 is estimated by the Depart- 
ment’s Bureau of Agricultural Eco- 
nomics, suggesting that the gain for 
this year may equal that of 1931, 
which was estimated to be 656,000 
persons. If such a gain materializes, 
the farm population at the end of the 
year will approximate 32,000,000 per- 
sons, nearly equal to the 1910 figure 
of 32,077,000. 

During the decade 1920-1930, farm 
population decreased approximately 
1,500,000 to a low point of 30,169,000. 

These figures do not mean that 
movement from farms to cities has 
stopped, the Bureau points out." Dur- 
ing the first three months of 1932 
approximately 432,000 persons moved 
from farms to cities, but this num- 
ber was ‘more than offset by 564,000 
persons moving in the other direc- 
tion, plus an excess of births over 
deaths in the farm population. 

The Bureau’s farm population fig- 
ures do not include persons who live 
outside of incorporated places of 2,- 
500 or more and yet who do not live 
on farms. It is believed that this 
group, classified as the rural non- 
farm population, has also increased 
greatly in the past two years, al- 
though definite figures are not avail- 
able. 


Council Wants 
“Milk Pitcher 
Back on Table’’ 


Chicago, Nov. 3.—‘Put the Milk 
Pitcher Back on the Table” is the 
new slogan of National Dairy Coun- 
cil. 

Aubyn Chinn, health education di- 
rector of that organization, explained 
that it has been found that when a 
plentiful supply of milk is made 
available to the family, far more of 
it is consumed than when it is doled 
out by the glass. 

The Council, the sales promotion 
organization of the dairy industry, 
has clarified its work after long ex- 
periment. The appeal found to be 
most potent in dealing with con- 
sumers in each period of life has 
been isolated and the Council will 
stress the proper copy in each in- 
stance. However, the whole family 
is the organization’s objective at 
present. 

Among its numerous promotion 
pieces, the Council has developed at 
least one which may launch as bitter 
a fight as that waged by the confec- 
tionery trade against “Reach for a 
Lucky instead of a sweet.” 

A folder, designed for distribution 
by restaurants, is headed “Speaking 
of Vanishing Cream.” It says: 

“Did you know that the only pos- 
sible way a woman can ‘feed’ her 
skin is by means of the food she 
eats? 

“That regardless of whether a 
woman owns a thousand-dollar seal- 
skin or not, milk can make her own 
skin soft and clear and lovely? 

“That milk is the only article in a 
woman’s make-up that can be applied 
without a mirror, and still always 
gets on straight?” 


Brockhagen Dies 


Robert Brockhagen, son of Carl H. 
Brockhagen, former Pacific Coast 
newspaper publisher, and himself a 
newspaper man, died at Berkeley, 
Cal., Oct. 30, following an operation 


for brain tumor. 


MacDonald to WLS 


D. I. MacDonald, at one time with 
Curtis Publishing Company, and Chi- 
cago Elevated Advertising Company, 
has been appointed business manager 
of WLS, Chicago, the Prairie Farmer 
station. 


Plan Election Party 


Advertising Club of Cincinnati will 
gather at Hotel Gibson the night of 
Nov. 8 to listen to election returns, 
dance, and play cards at the Ad Club 
Jamboree. 


Two for Roland Kay 


Vitamin Food Co., Inc., and Vegex, 
Inc., both of New York, have placed 
their accounts with J. Roland Kay, 
Inc., Chicago. Newspapers and class 
magazines will be used. 


Have Poster Contest 


“Children of All Nations” is the 
subject of this year’s poster competi- 
tion among students of Indiana high 
schools. 


Sell in Combination 
Henderson News and Morning 
Herald, Henderson, Tex., are now 
selling space in combination only. 
Morning Herald is a new publication. 


Pick Hirshon-Garfield 


Krone-Jacobson, Inc., New York 
silk manufacturers, have appointed 
Hirshon-Garfield, Inc., New York. 


oe sen on on 


TRADEMARKS 


How to Select and Register them 
alo HOW TO OBTAIN 
PATENTS * COPYRIGHTS 
Wnite to 
Clarence A. OBrien 


Registered Patent Attorney 
527A ADAMS BLOG., WASHINGTON, 0O.cC 


Ra IN 
ypography 
beauty is useless, deco- 
ration means nothing, 
unless that beauty or 
decoration serves to 
make the printed mes- 
sage more easily read. 
Pittsford typography is 
successful because it 
effectively delivers the 
printed message with- 
out making you aware 
you are reading from 
type. Pittsford typogra- 
phy is good typography 


+ 


Ben C. Pittsford Co. 


ADVERTISING 
TYPOGRAPHERS 


605 South Clark Street « « Chicago 


Wabash 


FREE BOOK and FOLDER on Request 
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| PHOTOGRAPHIC 
M® REVIEW OF THE 
WEEK 


HISTORICAL SERIES REQUIRES CARE 


This photograph, one of the latest by Lejaren a Hiller of Underwood 


& Underwood for Davis & Geck, Inc., Brooklyn, surgical sutures, is 

art of a historical series which Mr. Hiller has illustrated for six years. 

cutthet pains are taken to have the photographs historically accurate 

in every detail, including costuming and the looks of the models. 

This one illustrates an incident in the life of Luis Mercado (1520-1606), 
the foremost Spanish physician of his time. 


WORLD'S FAIR "HANGS" GIANT PHOTOGRAPH 


Kaufmann & Fabry, recently appointed official photographers for A 

Century of Progress, Chicago, made this giant photo-mural, 35 by 20 

feet, for the lobby of the administration building. It consists of 33 

panels and measures 106 times the area of the original painting of the 

exposition as it will appear when completed. H. M. -Pettit, Chicago, 
was the artist. 


CAPITAL PLEASED WITH NEW LANDSCAPING 


AXWELL HOUSE COFFEE Ag 


oo ye at OP 


Typical outdoor installation in Washington, D. C., following the decision of the District Commissioners 
to allow erection and replacement of displays. This installation is by General Outdoor Advertising Co, 


WINS FIRST PLACE 


Van Doren and Rideout, Inc., Toledo 
industrial designers, were awarded 
first place in the industrial and com- 
mercial appliances division of the 
exhibition staged by National Alli- 
ance of Art and Industry, New York, 
for this scale designed for Toledo 


Scale Co. 


B. W. Robbins, president, General 

Outdoor Advertising Co., Chicago, 

who was elected vice-president of 

Outdoor Advertising Association, in 

charge of the new division on 

painted display, at the annual meet- 
ing last week. 


STEHLI SILK GIRL MOVES TO HOLLYWOOD 


Stehli Silks Corp., New York, and other advertisers who have used 

Gwili Andre's model services exclusively for several years are look- 

ing for new talent now. After scoring a hit in her first film, "The 

Roar of the Dragoon," Miss Andre is busy in Hollywood, where it 

is rumored she is to co-star with John Barrymore in a new picture. 

This camera study is one of a series made for Reigel & Leffingwell, 
the Stehli agency, by Frederick Bradley, New York. 


COMPLETES GLOBE-CIRCLING TOUR 


"A splendid passenger—not seasick a moment," Captain Henry 

Nelson, left, Dollar Line skipper, is reputed to have told C. M. Eakin, 

New York general manager for Frigidaire Corp., as he surrende 

the 2,250,000th Frigidaire which accompanied him around the world. 

The Frigidaire rode as a passenger, in the main dining room of the 
S. S. President Pierce. 
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